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FDlashdights 


y 


RAY-0-VAC’S ANSWER TO THE METAL SHORTAGE 


Colorful, good-looking flashlights 
—designed to meet wartime restrictions 


Made of the following materials: 


Plastic—There has been developed recently a tough, shock- 
resistant plastic ideally suited to flashlight manufacture. This is 
being used for our deluxe flashlight case No. L-22-R. 


Molded Fibre impregnated with Resin—A new Ray-O- P-22-R 

Vac development used in No. R-22-R. Selected long wood fibres ne 

are molded by a special process which interlocks the fibres for and swité 
strength. The molded shape is then impregnated with resin to 

give it water resistant qualities and additional strength. Molded 

fibre retains its original shape under varying conditions of 

usage, shows no tendency to chip or crack. Tests indicate that cS 
it actually toughens with age. << \ 


(\ 
TS inated Pressed Paper—While not as durable as \\ at 
. \ Re e 
20 om molded fibre; impregnated pressed paper has proved ee co 
ory for flashlight barrels when reinforced with wooden WH HOT end 
HZ2S i, metal lens rings, ferrules, etc.. We confidently recom- “—_ 
V.\S0 2se cases for all ordinary conditions of usage. 
* * * 


Because of wartime restrictions, the total 0. 

production of flashlights and batteries for RAY-0-VAC 

civilian use may be insufficient to meet the LEAKPROOF BATTERIES 

demand. We will produce and ship to the Guaranteed not to corrode, stick or 

maximum we are permitted by the Wer weil in your floshlight——or a new 

Production Board. Your understanding and _ flashlight FREE. This vital wartime pro- 
_ ¢eaperation will be appreciated. tection is available ot no extra cost. 
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RAY-O-VAC COM PAN Y MADISON, WISCONSIN 
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Brushmaker George Oyler, 
a Wooster Craftsman for over 22 years 


= Ls Each day as materials become more re- 


stricted, Wooster Craftsmen strive harder to maintain the high standards set for 


Wooster Brusnes. Despite scarcity of materials, Woosrtr Brusnes continue to be 


good brushes. AY. Sales of brushes for War Production uses are being ac- 


cepted by us through Wooster jobbers. It is just one 


more of those things you can do to help win the War. 


eOSST 


THE WOOSTER BRUSH CO. * WOOSTER, OHIO 
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Up till then he had thought that most products carried 
in a hardware store were as scarce as new tires. 

Then a Yale & Towne ad in the SATURDAY EVENING 
POST reminded him of the great variety of a hardware store’s 
stock ... and the hardware dealer’s ability to suggest non- 
restricted items to fill his needs. 








Yale advertising is pledged to help you get business — 
regardless of our ability, under war conditions, to furnish 
you with locks. That is why we continue to advertise. 


Yale dealers are important to us—important to America. 
If our ads can help them sell more non-restricted items, we 
shall feel well repaid for our efforts. 


THE NAME YALE HELPS MAKE THE SALE 





“Shop at your 
local hardware stofe.” 


“Your hardware dealer has 
a wide variety of products.” 


“He can help solve your war- 








\ time shopping problems.” 
~YALE~ 


YALE PUTS 3 BIG SALES MOVERS 
IN YOUR BUSINESS 











THE YALE & TOWN 


j JULY 9, 1942 


MANUFACTURING CO. 
STAMFORD, CONN., U. S. A. 
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@® The name WOOD stands for 
SPECIALIZATION .. . a large 
modern plant and national or- 
ganization devoted to the one 
aim of making the finest 
Shovels, Spades and Scoops 
that can be made. 


Each and every tool bearing a 
name of our brands is built to 
‘take it.”’ Blades are of special 
steels .. . precision tempered to 
super toughness. Handles are of 
specially selected, well-seasoned 
northern white ash . . . strong, 
resilient, long-lasting. 


Wood standards of manufac- 
ture are unvarying . . . Wood 
products have won an inter- 
national reputation for uniform 
and unqualified excellence. “If 
it’s made by WOOD — it must 
be good.” 
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Main “Manufacturing Plant of 
The Wood Shovel and Tool Co. 
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Woop 


is cooperating in 


winning the war 





A National Organiza- 
tion SPECIALIZING 
in Shovels, Spades aT 
and Scoops. E 
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OPA Won’t Extend 
Time Limit:— 

This is being written late on 
the night of June 30. Tomor- 
row every retail store is sup- 
posed to have a _ complete 
“ceiling price record” avail- 
able for consumers, competi- 
tors, OPA investigators, etc. 
Very few hardware stores will 
he in complete compliance- 
not because they are law 
breakers, inflationists, _pro- 
Nazi, un-American or for any 
other reason than this—it was 
physically impossible for 
most of them to complete their 
“ceiling price records” in the 
allotted time. An ample and 
representative group of hard- 
ware men protested the short 
time allowance. Most of them 
addressed Leon Henderson 
personally, and asked for a 
little more leeway—perhaps 
60 or 90 days. Extra time 
was not granted. Why? Well. 
expressing a strictly personal 
opinion, not based on official 
information, I would say that 
the legal advisors of OPA 
would not countenance any 
relaxation of any part of the 
compliance: conditions on the 
probable theory that “any 
lapse completely collapses the 
entire structure of the regula- 


JULY 9, 1942 


tion.” And that is probably 
true in the strictly legal sense. 
Nevertheless, the only alterna- 
tive for OPA is to wink or 
blink at infractions for at least 
90 days—either that or close 
up about 90 per cent of all 
the hardware stores in the 
country. In the meantime, 
HARDWARE AGE urges every 
hardware dealer in this coun- 
try to comply as quickly and 
as completely as is humanly 
possible. Get that complete 
“price ceiling record” finished 
as fast as you can. You have 
to do it anyway and your 
speedy compliance is a con- 
tribution to curbing inflation, 
which is a far more serious 
threat to your future existence 
than is the admitted difficulty 
of completing the records re- 


quired by OPA. 
Catalog Idea 
Has OK:— 


OPA will accept a marked 
up jobber’s catalog as suf- 
ficient record of “ceiling 





prices.” Remember that the 
catalog must be very clearly 
marked as containing “ceiling 
prices.” Each page should 
have stamped or “written in” 
some statement which reiter- 
ates this point. Where you 
strike out a suggested resale 
or list price in favor of a 
higher price, you must also 
indicate specifically that the 
price you write in is “our ceil- 
ing price.” If necessary, you 
may use two or more jobbers’ 
catalogs—as many as are re- 
quired to complete the record- 
ing of the “ceiling prices” on 
every item you have in stock. 
You may also add loose leaf 
typewritten sheets covering 
merchandise not included in 
catalogs available for this 
purpose. OPA intends to be 
very liberal in accepting the 
form in which you make this 
complete record, insisting only 
that such a record be avail- 
able, and on this point there 
is to date, no compromise. 
However, and again speaking 
without any pretense of official 
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Latest News on 


PRIORITIES 


and 
WAR-TIME ORDERS 
on page 40 








approval, I am confident that 
OPA will recognize a partially 
completed record as intention 
to comply. So make the best of 
a difficult task and get your 
records as complete as pos- 
sible and as soon as possible. 


Enforcement? :— 


Just how OPA expects to 
enforce all phases of the 
General Price Regulation is 
not too clearly understood by 
most business men. On a 
strictly policing basis, it would 
seem an impossible, gigantic 
task. To make a success of 
this program, OPA must have 
the whole-hearted, and honest 
voluntary support of the re- 
tail fraternity. It should not 
have to resort to “Gestapo” 
methods such as having com- 
petitors spy on each other or 
misguided consumer groups 
do a “snooper” job. There 
will be some of this to con- 
tend with no matter how sin- 
cerely retailers support this 
anti-inflation effort. There will 
be so-called “token prosecu- 
tions” of alleged offenders. 
Unfortunately, the accusations 
will be loud and lusty but if 
the accused dealer is found 
innocent such favorable deci- 
sion may not be as well pub- 
licized. Much of the “court 
procedure” necessary to de- 
ciding charges of ceiling price 
violations will be adjudicated 
by local volunteer committees. 
OPA officials assure us, there 
will be painstaking efforts to 
settle such disputes as quickly 
and quietly as is possible and 
thus prevent unfair and unde- 
served criticism of retailers 
who might be falsely accused, 
either by dissatisfied custom- 
ers or unscrupulous competi- 


tors. This looks like a big 
order—almost impossible of 
accomplishment. 


Ceiling Prices Not 
Uniform Prices:— 


Remember that the General 
Price Regulation freezes spe- 
cific March, 1942, prices of 
each retailer and does not es- 
tablish identical prices. For 
example, if Smith’s highest 
price last March on a certain 
hammer was $1.49 and Jones 
across the street had in March 
the higher price of $1.59 on 
the same item—the differen- 
tial could legally remain, al- 
though obviously the competi- 
tive factor would probably 
force parity. But — Smith 
could not raise his price to 
meet the Jones price yet Jones 
may lower his to meet the 
Smith price. In other words, 
the regulation — establishes 
maximum prices not uniform 
prices. 


Relief 


Procedures:— 
The General Price Regula- 


tion provides some relief 
measures, both for handling 
individual problems by OPA 
regional offices and for han- 
dling industry-wide problems 
through OPA headquarters at 
Washington. For the time 
being, we urge dealers to get 
their records set up completely 
before exploring the relief 
angles which may later be de- 
sirable. In a later issue full 


information will be presented 
on this phase of the situation. 


Remember the 
Objective:— 

Before you start “cussin’ 
out” OPA, Leon Henderson, 
the Government and the Gen- 
eral Price Regulation, remem- 
ber that the price ceiling pro- 
gram is only one phase of a 
huge effort to curb inflation. 
Until a better method is de- 
veloped we must adhere to the 
rules as written. If you must 
blame someone—blame Hit- 
ler, for if it-were not for the 
war we would not have these 
stringent regulations in our 
daily lives and our business 
procedure. If we can success- 
fully combat the inroads of 
inflationary developments we 
can win the war and not lose 
the peace, and can rebuild and 
resume our normal way of life 
in the post-war period. And, 
in the same breath, let us also 
remember that when the war 
is over we want to be com- 
pletely unshackled from OPA, 
WPB and other alphabetical 
governmental control agencies 


PDQ. 
“Who Makes It?” :— 


The next issue of Harp- 
warE AGE will be the Annual 
Merchandise Directory and 
Catalog Issue, dated July 23, 
1942, and perhaps better 
known as the “Who Makes 
It?” Number. For more than 
20 years HarpwareE AGE has 





The General Maximum Price Regulation 


HARDWARE AGE has secured a supply of Bulletin No. 2 describing in 
simple, understandable language the various things retailers are required 
to do under the General Maximum Price Regulation. This Bulletin explains 
in detail the steps for arriving at your ceiling prices; how to prepare your 
statement of ceiling prices and the statement of “cost-of-living commodity” 
ceiling prices; illustrations of how to post those prices; a complete list of 
the “cost-of-living commodities’; records dealers are required to keep; how 
to make appeals, and other pertinent information. 

Dealers may obtain a copy of Bulletin No. 2 by addressing a request to 
the HARDWARE AGE Editorial Department, 100 E. 42nd St., New York City. 
Please enclose a three-cent stamp with your letter to cover the cost of mail- 
ing and handling. Requests will be filled as long as our supply lasts. 
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rendered this service to the 
hardware industry—one of 
the many services originated 
by this publication since it 
was founded in 1855. This 
issue provides the names, 
addresses and_ trademarks, 
alphabetically arranged, for 
an extremely wide line of 
hardware, tools and related 
merchandise that is salable 
through wholesale-retail hard- 
ware channels. More than 
325 pages of advertisements 
of leading manufacturers pre- 
sented as abbreviated catalogs 
of their products are a major 
feature of this edition, sup- 
plemented by the “Index to 
Products Information,”’ 
printed on green paper in 
front of the book to facilitate 
buyers seeking data covered 
in the condensed catalogs. 
Among the listings are 5,500 
main headings or products, 
more than 12,000 individual 
manufacturers’ names and ad- 
dresses, and, in all, about 
60,000 listings—all arranged 
to help save buyers’ time and 
to enable them to quickly lo- 
cate required data on the 
many lines incident to hard- 
ware distribution. A _ timely 
new feature is a summary 
“War-Time Orders Affecting 
Hardware Store Merchan- 
dise,” giving briefly data on 
all WPB and OPA orders of 
interest to hardware distrib- 
utors. Other important and 
useful features include fur- 
ther data on governmental 
regulations and tables and 
charts showing “How to Fig- 
ure Resale Prices,” “‘How to 
Figure Steck Turnover,” “Net 
Profits, Cost of Doing Busi- 
ness,” etc. This issue is sent 
to every regular subscriber of 
HarpwarRE AGE and is easily 
the most useful volume, from 
any source, that is available to 
hardware buyers. Watch for 
your copy! You will find it 
invaluable throughout the 
year. 
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SMALL GASOLINE MOTORS HELP MAINTAIN 
COMMUNICATION LINES! 


On the front lines, as well as behind the front, 
our country’s war program depends a great deal 
on constantly keeping communications open. 
Here again, as in many other branches of mili- 
tary and civilian service, Briggs & Stratton 
4-cycle, air-cooled gasoline motors ranging from 
2/3 to 6 HP, play a vital role, furnishing 
dependable power for many uses. 


Today, all the manpower 
and the production facilities 
of the Briggs & Stratton 
organization are devoted to 
the war program. 

To the hundreds of thou- 
sands of civilian users of 
Briggs & Stratton motors 
we suggest that the life of 
the motors they .now have 
can be prolonged — their 
performance kept at peak, 
by proper care and inspec- 
tion and replacing broken 
or worn parts. 

See your local dealer or an 
Authorized Service Station. 


BRIGGS & STRATTON CORP. 
Milwaukee, Wis., U.S. A. 
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Mam items for 


Boy Scouts can be sold by almost 
any hardware store. There are, 
however, a number of scouting 
items, such as official uniforms, 
which may be sold only by those 
dealers authorized to handle such 
equipment. In New London, 
Conn., the Joseph L. Raub hard- 
ware store has been.for the past 
five years the Official Trading 
Post for Pequot Council, Boy 
Scouts of America (New London 
and district). Prior to that “time. 
a local department store had had 
that distinction. When that store 
discontinued business Mr. Raub. 
who is a member of the executive 
board of the Pequot Council, re 


When a new scout receives 
his registration card he is also 


Boy Scout Trading Post 


ceived the right to handle official 
Boy Scout lines. 

Since official scouting equip- 
ment may be sold only to au- 
thorized scout officials and to 
boys possessing BSA registration 
cards this privilege is both a mark 
of distinction and a builder of 


business. My Raub’s interest in 


ig goes back quite a few 
¥ 


rs, predating his store’s desig- 
\ 


ESTABLISHED 18 


given this card for Raub’s. 


Ey hae ct 


Part of the Trad- 
ing Post showing 
colorful giant re- 
productions « of 
scout insignia 
yarious officia 
scout items and 
articles of in- 
terest to boys 
of scouting 4g9¢- 


nation as an Official Trading Post. 
and the entry of his store in this 
business was welcomed by scouts 
and their adult officers and ad- 
visors. 

Mr. Raub states that the store 
regularly circularizes scout troops 
and that a letter of welcome is 
sent to each new member of a 
local troop. As each new scout 
receives his coveted registration 
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tf | Makes Friends for Rauh’s 


and this New London, Conn., 
store keeps customers when 
they grow to man’s estate 





card, indicating he has passed his 
tenderfoot test, he receives with 
it a yellow and brown card advis- 
ing him that Raub’s is the Official 
Trading Post for that council. 


Scout Decorations 


To lend the proper atmosphere 
to the Trading Post it is deco- 
rated with scout insignia, includ- 
ing an enlarged replica of the 
official badge and of numerous 
merit badges. Just about every- 
thing scouts use in their activi- 
ties, with the exception of the in- 
signia and badges, which may be 
obtained only through headquar- 
ters, is handled by the store. It 
is just about a year round busi- 
ness. Its high peaks are in De- 
cember and July and the low 





Here's a display of ye ong ore 
e 

door items bearing 

geal together with a — 

cially approved novelty ar 


points are in August and Septem- 
ber. During the other eight 
months of the year the depart- 
ment runs on a pretty even keel. 

The friendships made in the 
Raub store, with boys, _ last 
through the years. Says Mr. 
Raub, “The men who formerly 
came here as boys to get scout 
items now patronize the store for 
carpentry kits, guns and other 
adult lines.” 


This window featured a circular 
mailing piece which offered many 
official items. These were con- 
nected with ribbon to illustra- 
tions located in the background. 
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| = young Chinese 


in workmen’s clothes with por- 
trait identification badges promi- 
nent on their chests walk up to 
the front counter of the Ti Sun 
Co. hardware store. It is deep 
in San Francisco’s teeming China- 
town, where tourist trinkets Rave 
given way to dried herbs and the 
myriad exotic wants of the native 
population. 

“Defense workers. Just got 
taken on at the shipyard, and 
they'll want lunch pails,” says 
H. K. Wong, Ti Sun, business 
manager. “In a week they'll be 
back for tools; in a month for 
housewares, probably a_ radio; 
later on, for other repair and 
maintenance items.” 

These workers are young China 
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It Pays to Be First With 














A typical display at the Ti Sun Co. The four large char- 
acters at the top denote “Hardware and Furniture.” 


helping write another chapter in 
American history. Ninety years 
ago the great-grandfathers of 
these boys probably came from 
China in a schooner’s hold to 
work for five years in gold rush 
mines in exchange for transpor- 
tation. Or 70 years ago their 
grandfathers had been brought 
over by the railroad builders to 
carry baskets of dirt from hillside 
cuts 15 hours a day for coolie 
wages. Today, as American citi- 
zens these boys work shoulder to 
shoulder with our workers, at 
American hours and American 
wages, and have become prime 
prospects for good merchandise. 


What a Volume! 
H. K. Wong, in age and ‘spirit 


a member of the young €hfhese 
colony welded to the American 


tradition, quit his job as teller 
in a local Chinese bank early last 
year. With four other principal 
partners, some of them older, 
G. W. Wong, D. H. Po, Der Sang 
and B. H. Chan, he formed the 
Ti. Sun Co. to deal in hardware, 
housewares and furniture. The 
firm opened in a small store 
owned by one of the partners. Six 
months after opening, the busi- 
ness began to bulge these cramped 
quarters, and the partners had to 
go a block up the street to find 
another store to house the ex- 
panding furniture department. 
Even now, neither store is large, 
but, boy, what a volume! 
“H.K.” thinks that fluorescent 
lighting, which is used through- 
out, helps create an atmosphere 
of spaciousness in both the stores 
and shows off the merchandise to 
better effect. Display cabinets he 
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That's why it took 
the Ti Sun Co. only 
a year fo get re- 
sults in San Fran- 
ciscos Chinatown 


Arthur Wong, sales- 
man, shows two fair 
customers an item 
from the store's 
decidedly complete 
cutlery department. 


designed specially help conserve 
space, and the twin policies of 
volume buying and quick turn- 
over of staple lines reduce stock 
space and permit a larger sales 
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=Fall Sale== 


STARTING SATURDAY, OCT. 4rn TO OCT. 1330 
HARDWARE - HOMEWARES - FURNITURE 








Most of them are 
printed in English 
but occasionally 


Dealer in Chinatown A Complete Stock a Chinese supple- 
ment is included. 
WEDGEWOOD SIMONS 
STOVES MATTRESSES 
j 
i * J 


VIRGHNA HOUSE 
NO 


i e GILLESPIES 
THOR - APEX Gencee ee 
WASHERS . IRONERS + g 
! @ 
EDISON 
PHILCO & G. E 
R WOOD CRIBS 


TAYLOR-TOTS 





A SOUND, SUBSTANTIAL SAVING 
A TANGIBLE “THANK YOU” — YOUR TRADE 





ade here where S. & 1." Cween Stamos are issued and yor 
@ Pedrem your full book of 25 & 1.” Green Stomp: ot THE SPERRY 8 . HUTCHINSON CO.'s Premium Store | 
®@ The "Sab in Stamp book \s quickly filled and easily exchanged lor standard merchandise 
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Even most of the basement 


floor. 
and mezzanine tempt traffic for 
bargain goods. 

Why did this business grow like 
Jack’s beanstalk with Vitamin 
B-1? The answer lies partly in a 
string of “firsts.” Ti Sun was 
the first, store in Chinatown to 
provide free delivery, not only in 
the city, but within a_ trading 
radius of 50 miles. Because San 
Francisco is the U. S. Chinese 
capital even beyond California, 
and because many Chinese feel 
they get fairer treatment deal-. 
ing with their countrymen, sales 
opportunities are tremendously 
broadened. There’s quite a busi- 
ness in farm tools, also. 

The firm chalked up another 
“first” in offering a budget plan 
on large purchases. That brought 
in a lot of business. Most of the 
light hardware business is cash, 
but the credit portion presents. 
few worries. In California, Chi- 
nese have always had a reputation 
for rigid honesty. 

“We've only lost one debt since 
we ve been in business, costing us 
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about seven dollars,” comments 
“H.K.” “That poor old fellow be- 
came a little muddled in the 
mind.” 

The furniture store was the 
first in Chinatown to be devoted 
entirely to furniture. Now it’s 
the first to stock rugs. And very 
soon it will become the first to 
have a model children’s nursery 
department. 

A few weeks ago, Ti Sun began 
giving nationally known premium 
“trading stamps” with purchases. 
Far from shying away from the 
idea of having merchandise given 
as premiums, as many white mer- 
chants do, Ti Sun is on the band 
wagon 150 per cent. The extra 
50 per cent is because arrange- 
ments are being made to have a 
Chinatown branch of the pre- 
iium exchange store right on the 
Ti Sun premises. 

Ti Sun handle nationally ad- 
vertised lines almost exclusively. 
They’ve picked the choicest of the 
heavier lines, particularly in 
major appliances, and asked for 
exclusive Chinatown franchises. 
When they point to sales 100 
miles away, made by their de- 
livery service, exclusives are 
readily granted. 

Nationally advertised brands 
fit in nicely with the store’s adver- 
tising program. Five thousand 
jumbo newspaper-size broadsides 
furnished at small cost by a pro- 
gressive jobber are slipped under 
Chinatown doors twice each year 
before semi-annual sales. (This 
year’s fall sale was timed nicely 
to coincide with the Festival of 
the Moon, a celestial harvest cele- 
bration.) The broadsides are 
printed in English, and lavishly 
illustrated. 

“Most of our customers can 
read English,” says “H.K.”, but 
if they can’t, the pictures tell the 
story. To emphasize that the 
message is from us, we slip in a 
sheet printed in Chinese on col- 
ored paper.” This separate sheet 
might be a good idea for any 
merchant interested in individual- 
izing his ads. 

Regular advertising is carried 
in the weekly Chinese Press, 
America’s only English-language 
Chinese newspaper. Spot an- 
nouncements are broadcast dur- 
ing the Chinese hour, on the air 
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every evening from _ Station 
KSAN. 

Well printed on rag content, 
bond paper, the Ti Sun letterhead 
(“Everything for the home”) 
embodies a unique advertising 
idea. Instead of having the list 
of lines carried printed right on 
the side of the sheet, they are 
printed on a separate narrow ver- 
tical strip. When an advertising 
or soliciting letter is written, a 
wide margin is left and the strip 
tipped on with paste. If a new 
line is added or an old one 
dropped, it doesn’t make the 
whole letterhead out of date; the 
printer just runs off some new 
strips. 


A Busy Department 


Cutlery is one of the busiest de- 
partments, and Ti Sun has as big 
an assortment as any store in 
San Francisco. Chinese cooks 
form a major market. Demand 
for Chinese cleavers . . . every 
Chinese home has one for meats, 
one for vegetables . . . caused the 
firm to send one of the partners 
to the Orient to bring back a 
supply. 

In most other strictly Chinese 
lines, however, American manu- 
facturers turn out a_ superior 
product to that of the native land. 


In chop suey bowls, for instance, 
the steel product made by a Chi- 
cago manufacturer stands up bet- 
ter than the earthenware Chinese 


product. Bowls for preparing 
and frying this cosmopolitan dish 
invented in America, but 
adopted en masse by the Chinese 
... are a “must” for the Chinese 
kitchen. Shaped like the bottom 
cut off a hollow steel ball, they 
sell from $2.95 for the family size 
to $20 for the 36-in. diameter 
restaurant or farm-camp job. 
Not a bad item, when you get 
orders from all over the state? 

Chinese restaurants habitually 
carry the meal to the customer’s 
home or shop, so there’s a big 
business in covered tin buckets 
for liquids. And toy coffee pots 
are a good seller to hold soy bean 
sauce or peanut oil. 

If talk of this type of merchan- 
dise makes you hungry for a Chi- 
nese meal during store hours, you 
ought to work for Ti Sun. Doors 
are closed for a half-hour at noon 
and three-quarters of an hour at 
supper time and all the employees 
adjourn to a dining room right in 
the store where the store cook has 
prepared the meal. This is served 
“on the house,” and helps make 
up for the store hours of 10 a. m. 
to 9 p. m. Of course, there’s a 
free snack after closing, too, over 
which business is discussed. 





Emphasizes Importance of Tools in Defense 





This tool window. emphasizing the importance of tools and machines in 
the war effort, was installed by the Wakeford Hardware & Paint Co., Inc., 
Chicago, Ill. A large victory “V.” illuminated with small electric lamps 
Defense Stamps and Bonds were also made on the streamers on each side. 
Suggestions to purchase were featured in the center of the background. 
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Playthings at from 25 cents to a dollar are on these shelves and, 
despite the crowding, the display is always neat and interesting. 





Summer’s Their Toy Time 


Mos: toy depart- 


ments enjoy their greatest volume 
in the month of December. One 
exception to that rule is the play- 
things section of the Rehoboth 
Hardware & Variety Store, con- 
ducted by Herbert B. Joseph in 
Rehoboth Beach, Del. The town 
is a summer resort and the store 
does its peak business in toys and 
related lines during the summer 
months. Hundreds of transients 
visit the beach each day and nu- 
merous hotels are operated there 
during the warm months. In the 
winter and fall the population 
shrinks to about 1500. With such 
a setup, the store of Mr. Joseph 
has a toy stock valued at about 
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And the reason for it is that 


the Rehoboth Hardware & Variety 
Co. cashes in on a summer beach 
trade that’s largely transient 


$1,200.00, on which two to three 
turnovers a year are enjoyed. 
Perhaps the- most interesting 


thing about this traffic and volume 


adding department is the fact that 
the best selling items are priced at 
25 cents, with items featured at 
prices ranging from 5 cents to 
$1.00. Many other hardware stores 
located in or near summer resorts 
could follow the same idea. For 
people having children can often 
be sold beach toys and toys suit- 


able for the beach when they are 
buying beach furniture and swim- 


‘ming equipment. 


The toy department occupies 
shelving from the floor to the ledge 
and extending about 16 ft. along 
one wall. In the summer months 
a full display window is devoted 
to a variety of beach toys, smaller 
cast iron toys, a few games and 
some wheel toys which can be used 
for beach play. Since the toy stock 


(Continued on page 50) 
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Shannahan & Wrightson of 
Easton, Md., capitalizes on 
new exterior and interior 


E., 65 years the 


Shannahan & Wrightson Hard- 
ware Co., of Easton, Md., has 
added new lines and discontinued 
old ones in keeping with the times. 
In December, 1941, the firm com- 
pleted a program of moderniza- 





Easton ladies expressed a liking for colonial 
exteriors and the new front of the remodeled 
store accordingly has a true colonial front 


Here's a general view of the modernized 
store. Compare it with the illustration on 
the opposite page and you can understand 
why the new store appeals to women. 


tion which resulted in new fixtures, 
layout and a new store front and 
added many new lines. This mod- 
ernization program was carried 
on for the purpose of attracting 
more women customers and it suc- 
ceeded in every particular. 
Graham Shannahan, president 
of the company, says, “We mod- 


which is furnished with ample lighting. | _ 
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ernized so that the people wouldn’t 
have to go far to get all kinds of 
hardware, housefurnishings and 
related lines. Before remodelling, 
we handled practically nothing 
but high grade hardware. In two 
months, following the completion 
of our program, we enjoyed a 90 
per cent increase in hardware and 
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s | 90 Per Cent in Two Months 


ets, 


had visited it for a full year. 
Women had only come to the store 
when they had to and there was 
really little there to attract them. 
The store continued open during 
the modernization period and, for 
the first time on record, we have 
sales girls. Incidentally, our tool 
business has been tripled as a re- 
sult of the war effort. Enameled- 
ware was formerly kept in the 
stock room. It is now displayed 
in the show room.” 

This attractive and efficiently 
planned establishment was equip- 





Brushes for household purposes and 

a variety of consumption items are 

interestingly featured upon this built 
up display. 


housefurnishings sales. Both high 
quality and competitively priced 
housewares lines are now being 
offered to our customers.” 


Popular With Women 


As far as is practical, men’s 
lines are shown on one side of 
the store and women’s on the 
other. L. Emory Lednum, man- 
ager, says, “More women came to 
the store on the opening day than 





A display of packaged house- 
hold items is in front of the 
wrapping counter, cash reg- 
ister and nail section. Numer- 
ous impluse sales were made 
as a direct result of this layout. 


ped and laid out by Hibbard, 
Spencer, Bartlett & Co., Chicago, 
Ill., wholesale hardware distribu- 
tors. Instead of losing sales to 
stores in other nearby towns, the 
modernized store is attracting 
people not only from Easton’s 
4000 population but also from the 
surrounding farming territory. In- 
creased and improved stock and 
better arrangement are responsible 





Here’s the old store with its glass cases and inefficient arrangement. for this condition. 
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The purpose of this club is to 
exchange ideas and information. 
Take part by submitting your 
suecessful ideas for publication. 
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It's Our Birthday! 


“HE Harpware Ace Retail 
‘| Sales Idea Club is now one 
year old! 

When birthdays come around 
it is customary to think a little 
about the things that have oc- 
curred during the past year, to 
appraise the progress that has 
been made, and the good that has 
been accomplished. So we are go- 
ing to follow true to form and 
review for the members some of 
the things that denote progress 
during this club’s first year. 

Club members should be pretty 
proud of their organization for it 
has shown a lot of progress. 
Credit for the splendid growth in 
membership and the _ interesting 
information that has been pub- 
lished from month to month must 
be given to those loyal members 
who have participated so consis- 
tently in contests and taken the 
time to submit their ideas. 

HARDWARE AGE congratulates 
members on this fine work and 
hopes that during the coming year 
an even greater number of mem- 
bers will participate and benefit 
from the club’s activities. The 
pages devoted to this club in 
HarpwarE AGE each issue are re- 
served for members’ use and 
HarpwarReE AGE will do every- 
thing it can to help you make the 
best use of this space. 

Just a year ago HARDWARE AGE 
announced the formation of the 
Retail Sales Idea Club. Member- 
ship has shown steady gains 
throughout this period. Today, 
more than 1275 retail hardware 
salespersons are registered as 
members and have received mem- 
bership certificates as evidence of 
their affiliation. Every state in the 

pee union is repre- 

sented in the club 
membership and, 
with many mem- 





bers from possessions of the 
United States and many other for- 
eign countries, the club assumes 
the character of an international 
organization as well. 


Members of the club have had 


the opportunity to benefit from 
the activities of the organization 
in a number of ways. More than 
176 of them received cash pay- 
ments for prize winning articles 
or for ideas that were submitted 
and accepted for publication. As 
a matter of fact, more than $250 
has been distributed as prize 





July Selling Sentence 
Contest 


Build “Selling Sentences’’ About These Items 


1—Sponge (all purpose type) 


2—Shotgun shells 


3—Paring knife 
4—Small tool box 


5—-Portable electric heater 


WIN CASH PRIZES—SEND IN “SELLING SENTENCES” 


HarpwareE AGE will pay $2.00 for the best selling sentence on each of the 
five merchandise items listed above. $1.00 each will be paid for all other 
“Selling Sentences” published and which the judges deem worthy of such 


honorable mention. 


Entries must be received not later than July 27th. Winners will be an- 
nounced in the Retail Sales Idea Club pages of the Aug. 20th issue of Harp- 
warE AGE. In case of,ties, duplicate prizes will be awarded. Decisions of the 
editors will be final and all material submitted becomes the property of 


HarRpWARE AGE. 


FIVE SIMPLE RULES 


1. Just write your suggested “Selling 
Sentences” for one or more of the items, 
preferably on a penny postal card (let- 
ters may be submitted) and mail to 
Harpware AcE Retail Sales Idea Club, 
100 E. 42nd St., New York, N. Y. Con- 
testants may submit as many “Selling 
Sentences” as they wish, but each must 
be submitted on a separate postal card 
or sheet of paper. 

2. Write your own name and address 
on the card (or letter), as well as the 
name of your company. 

3. Be sure to write the name of the 
contest — JULY “SELLING SENTENCE” 
CONTEST—on each card (or letter). 

4. Only individuals who have regis- 
tered for membership in the HABDWARE 
Ace Retail Sales Idea Club are eligible 
to aprticipate in this contest. If you 


are not a member, you can become one 
by simply filling in the registration 
form shown on these club pages and 
mailing it to the Club There is no cost 
for membership. 

5. “Selling Sentences” will be judged 
on how well they explain to customers: 
(1) what the item will do for them; 
(2) how the item does it, and, (3) how 
long it will do it. “Selling Sentences” 
should be brief and to the point. Make 
every word count. Penmanship, or form 
are not factors in the contest. Sen- 
tences typewritten on postal cards (or 
letters) will be appreciated but are 
not required. However, if answers are 
submitted in another form this will not 
influence the decision of the judges in 
any way. 





































money or as payments for ideas 
during this first year. 

Those members who were not 
fortunate enough to receive cash 
awards were able to receive a 
large number of ideas which 
other members had used success- 
fully just by reading the ¢lub 
pages in each issue of HARDWARE 
Ace. There is considerable evi- 
dence that these ideas have been 
very helpful to all members. 

Eleven contests were sponsored 
during the first year and over 850 
members have taken part in these 
events and have submitted one or 
more entries for the consideration 
of the judges. 

The purpose of the club from 
the start has been to help retail 
hardware employees exchange 
ideas, information, and experi- 
ences that would help them im- 
prove their efficiency as salesmen, 
increase their knowledge of hard- 
ware, make them more valuable 
to their employers and the con- 
sumers they serve. 

Under present-day conditions, 
the purpose of the club assumes 
an even greater importance. This 
is a time when the pooling of 
knowledge and the exchange of 
successful ideas can do much to- 
ward helping members prepare 
themselves for the responsibilities 
of the future. 

Your club will help members 


Copy this form on a penny 
post card if more than one 
form is necessary. 





to do this in every way it can. 
However, much of the responsi- 
bility for the success of this func- 
tion depends upon the extent to 
which members participate. 
Resolve to do your part to make 
the club a more helpful force in 
your daily retail store activities. 
You can do this by taking part in 
contests and by sending in ideas. 
Some members were very con- 


You receive $1.00 for each idea 

considered worthy and accepted 

for publication. Watch these 
pages of successful ideas. 





sistent winners of prizes during 
the year. Just to give the entire 
membership some idea of the 
amounts these individuals won, 
we are listing below the names 
of all those who received prize 
awards or payments for ideas in 
the amount of $5 or more. Miss 
Lena Day, DeVore Hardware Co., 
Mongagahela, Pa., heads the list 
with total winnings of $15. 





Members Who Received Cash Awards of $5.00 
or More for Prize Winning Articles or Ideas 


Prize 
Money 


$15.00—Lena Day, DeVore Hardware Co., Monongahela, Pa. 
11.00—H. A. Stimmel, Worthington Hardware Co., Worthington, 


Ohio 


11.00—Harold R. Barlow, Owen Hulett, Williamstown, Ky. 
9.00—W. B. Hope, A. D. Hope & Sons, McKinney, Tex. 
9.00—Martin Olsen, Warner Hardware, Minneapolis, Minn. 
9.00—D. R. Woodbury, Waite Hardware Co., Southbridge, Mass. 
8.00—Helen M. Douglas, W. H. Douglas, Commerce, Tex. 
6.00—Mildred Sacks, Ronald Hardware Co., Springfield, Ohio 
6.00—Wayne K. Gardner, Gardner & Hall Co., Concord, N. H. 
6.00—Leslie E. Jacobs, Elms Hardware Co., Auburn, Me. 
6.00—Ida S. Larson, Herried Bros., Deer River, Minn. 

6.00—W. H. Bailey, Perth Amboy Hardware Co., Perth Amboy, 


N. J 


5.00—John P. Feroglia, Kellog Hardware, Kellog, Idaho 


5.00—Russell R. Miller, Porter's Hardware, Ogallala, Neb. 


5.00—Lloyd Higbie, Weed & Co., Rochester, N. Y. 
5.00—Fern Washburn, Reed & Gross, Shinglehouse, Pa. 


These members, and the 161 who received cash awards of less than $5, 
have, no aoubt, received other benefits much more .valuable than the 
cash awards. Someone once said that the more one puts into a job the 
more one gets out of it, and this was never more true than it is now. 


YOU PAY NOTHING 
Any Retail Hardware Employee May Take Part 





Just Register—Paste Coupon on Penny Postal Card—Mail Today 












REGISTRATION FORM 
HARDWARE AGE 
Retail Sales Idea Club, 
100 E. 42nd Street, New York, N. Y. 


| hereby register for membership in the Hardware Age Retail Sales Idea 
Club. | am a reader of Hardware Age and would like to take part in the activ- 

ities of this club, as often as | can. 
Name 


Firm St. 
City 
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This window display, showing both power and hand tools, 
is typical of the firm’s frequent showings of these lines. 


Customer Follow-Ups Build 
Volume in Power Tools 


Displays and varied stock 
also aid De Wolf & Vincent 
in building hand tool sales 


Units of several types are seen at various levels on the nail counter. 
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i DeWolf & Vin- 


cent Hardware of New Bedford, 
Mass., enjoyed a good volume in 
power tools before the war began 
and the same condition has ob- 
tained ever since the opening of 
hostilities. Varied stocks and fre- 
quent window displays have been 
largely instrumental in building 
this volume and leads have been 
developed for the sale of addition- 
al or replacement units by frequent 
circularizing of those who have 
purchased equipment from the 
store. The firm mails out about 
50 catalogs every month. Sales are 
made on a cash or lease basis and 
for the past four years the com- 
pany has not found it necessary to 
repossess a single power unit. 
Although the firm will try to 
sell used equipment to customers, 
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Bridgeport, 
Conn. 



























It seems a long time since 
Old Dobbin was retired to 
the upper-class seclusion of 
a riding academy, or the less 
fashionable job of pulling a milk 
wagon through the streets at dawn. 
Even on the farm and ranch he had 
given place to mechanical contrivances. In fact, 
he seemed to be heading for a museum spot, 
alongside of the dodo and the dinosaur. 

But the automobile tire may reach the museum 
ahead of Old Dobbin. For Old Dobbin is coming 
back into the picture again. He has his old job 
back on the farm. People are beginning to shop 
around for old carriages, harness, and saddles. 

Old Dobbin will probably become a bigger fac- 
tor in hardware sales, too. For the hardware 
store is just about the only retail establishment 
in any position to sell harness, carriage hard- 










ware, or the the heavy 
horse-drawn equipment 
used on farms. Many hard- 
ware stores still have some of 
this kind of merchandise in the 
attic or storeroom, and find it al- 

most a “gift”? today. Other stores will 
be able to sell some of their usual hardware items 
for the rehabilitation of old farm tools, carriages 
and wagons. 

Old Dobbin is beginning to help ease the trans- 
portation problem. He may also help the hard- 
ware dealer make up on some items the war and 
priorities have already ruled out. And one thing 
sure—this type of business will enable the 
hardware dealer to keep up valuable trade 
contacts which are most important for post-war 
business. 








BE AWFUL CAREFUL, Si, TO HIT 
THAT VARMINT AN’ NOT A CHICKEN! 


TUT, TUT! WOMAN! 
(M SHOOTIN' 
REMINGTON .225! 
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“PUT IT OVER THE MANTEL” 





Whenever any restriction or limitation is placed on a com- 
modity, certain people rush out and buy anything in sight. 
It may be that this fall people will attempt to go hunt- 
ing with old “heirloom” guns. Modern metallurgy has 
made today’s shotgun barrels perfectly safe for smoke- 
less loads. Old-fashioned “twist” or Damascus barrels, on 
the ocher hand, have only about half their strength, and 
cannot stand the pressure of present-day loads. 

While this warning is printed on every modern box of 
smokeless shotgun shells, it is a good idea to pass this 
information along to your customers, especially to any 
who have just gotten a “swell buy in a second-hand gun.” 
These guns often have Damascus steel barrels, and no 
matter how beautifully they appear to be made, are cer- 
tainly not on a par with even the most reasonably-priced 
shotgun with a barrel built of today’s high-grade gun 
steel. These old guns may make fine decorations, but are 
certainly not built to withstand safely the increased pres- 
sure of modern smokeless powder loads. 
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it will not take such items on a 
trade-in basis. 

Herbert Jones, who is in charge 
of this department, says, “When 
you demonstrate a machine you 
reduce its value and I have never 


A table saw is 
shown upon the 
floor in front 
of a display of 
hammers, smaller 
power units and 
allied items. 


begun this practice. I started in 
with this line absolutely ‘green’ 
but familiarized myself with it by 
studying catalogs and asking ques- 
tions. Most of our sales of the 
heavier units are from catalogs. 


The smaller units are sold from 
stock.” 

Most people who buy power 
tools will also purchase hand tools 
at the same time, and it is the 
firm’s custom to feature quality 
hand tools whenever power tools 
are emphasized. Ever since the be- 
ginning of the defense program, 
many months ago, the firm has 
gone after and obtained defense 
industry orders for a majority of 
its tool lines. 

During last December there was 
great interest shown in this equip- 
ment and many power tools were 
purchased for Christmas gifts. For 
example, the firm received a money 
order from North Carolina for 
$179 worth of equipment. An 
Army officer ordered several items 
for his father for shipment to New 
Jersey and women visited the store 
to purchase power equipment for 
their husbands. In some instances, 
the records kept of previous pur- 
chases were of decided aid in help- 
ing customers select appropriate 
units. In other cases, the firm was 
obliged to make inquiries of 
friends and neighbors in order to 
determine what machines would be 
desired. 


Blackout Window Display Encourages 
Customers to Prepare for Emergencies 


HE William Kossler Hardware 

Co., Pittsburgh, Pa., feels that 
it is doing its customers a service 
by calling their attention to ma- 
terials helpful in protecting life 
and property in case of air raids or 
other war time emergencies. A 
short time ago, Otto Kossler in- 
stalled a window of this type of 
merchandise that caused quite a lot 
of comment among customers and 
also led to many sales of merchan- 
dise considered essential to home 
protection. 

In the blackout window, Mr. Koss- 
ler featured galvanized pails, and ash 
cans for water and sand, flashlights 
and batteries, lanterns and lamps, 
hose, fire extinguishers, and other 
related lines. Blackout shades were 
also shown prominently on the win- 
dow background. Many customers 
asked Mr. Kossler if he was trying 
to scare the people in the neighbor- 
hood, to which he replied that he 
was only trying to help them pre- 
pare for any emergency. 
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Advertising in the store monthly 
bulletin was tied in with this win- 
dow trim, also. As a matter of 
fact, the entire back gover of the 
store paper was devoted to promot- 
ing the sale of a special type of 
lantern quite suitable for service 
during blackouts or when disrup- 





tions in the regular electrical ser- 
vice might occur. 

The company has also serviced 
these lanterns over quite a period 
of years. Consequently, it enjoys 
a good business in this service de- 
partment and this volume is quite 
likely to continue and improve. 


we 


This blackout window trim featured items with which homeowners should 
be supplied in order to properly safeguard their homes from air raids. 
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The Dean’s Page 


By SAUNDERS NORVELL 





SAUNDERS NORVELL 


—_— LOUIS 


STEVENSON wrote— 

“The hunter is home from the 
hill, 

“The sailor is home from the 
sea” — 
After his glamorous career he re- 
tired to finish his days on a South 
Sea island. 

He even willed his birthday to 
a little girl and since then, many 
years ago, she has given a party 
every year to celebrate that event. 

I have always hoped I could 
finish my years on a farm. That 
ambition is now to be realized. So 
I have closed my office in New 
York. I will pack my papers, 
sort out my books and move for 
the summer to a farm in Con- 
necticut. I will take with me 
several valuable possessions. My 
book of addresses and an ency- 
clopaedia of some dozen volumes, 
pen, ink and paper. 

Where am I going on this ad- 
venture? If you are interested 
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turn to a map of Connecticut, 
up almost on the New York 
State line near the old town of 
Sharon. Near the farm flows the 
Housatonic River southward past 
many old Connecticut mill towns 
to Long Island Sound. If you 
should canoe to salt water on the 
Sound near Bridgeport portaging 
many ancient mill dams you would 
pass near Kent—celebrated for 
its boys’ school—and Danbury 
famous for the making of hats. 
The farm is in the hills at Corn- 
wall Bridge. If you are motor- 
ing near there drop in and join 
us in a glass of fresh milk or a 
sparkling cup of water from the 
deep well under the giant trees. 

Now and then I will visit New 
York where I will make head- 
quarters at the Lotus Club on 
57th St., near Fifth Ave. 

In the meantime, [ will write a 
page for each issue of the Harp- 
WARE AGE that may smell of the 
earth. Kindly address mail or 
messages care of the HARDWARE 
AGE. 


If life on the farm becomes 
monotonous, if I can get enough 
gas, I hope to visit the hardware 
stores in the neighboring towns. 
It will be pleasant to interview 
the “nutmeggers” and learn about 
their problems in these days of 
war alarms. 

Waterbury, New Haven, New 
Britain and Hartford are not far 
away. Today, Connecticut is a 
hive of industry. Connecticut is 
the first home of hardware man- 
ufacturing in the United States. 
It was here that the Yales, the 
Townes, the Corbins, the Russells, 
Stanleys, Erwins, Landers, Colts 
and hundreds of other ingenious 
Yankee mechanics had their be- 
ginnings. It is really curious that 
I should have my finish on a 
farm in Connecticut—the cradle 
of hardware manufacturing 


They Purchased Farms 


Years ago I advocated the pur- 
chase of farms to my children. 
So now a son, and a son-in-law 
both own farms in Connecticut 
where for several years they have 
enjoyed themselves in their spare 
time digging out stones, cultivat- 
ing gardens and building stone 
walls. 

You can indulge in salesman- 
ship even on a farm. Last sum- 
mer the peach trees were break- 
ing down from the weight of the 
ripe peaches. My daughter said 
there was no market, that prices 
were so low it wouldn’t pay to 
pick and ship them. She picked 
a large basket for me to take to 
New York. At the R.R. Station 
the agent sampled the peaches. | 
asked if there were not unem- 
ployed men who would pick and 
sell peaches at some price. He 
thought there were. My daughter 
wrote me that men canie with old 
cars and she sold them $30.00 
worth of peaches that they picked 
themselves. They sold them in 
town for preserving. Maybe | 
can earn my keep selling farm 
produce. 
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The dinnerware department is neat, well arranged and attractive. The vari- 
ous sections are indicated by lettering across the tops of the sidewall cases. 


FE... the past two 


years Kirk, Hutton & Co., of New 
Castle, Pa., has been giving ever 
increasing attention to dinnerware 
and glassware. Having this de- 
partment in its own room appeals 
to the ladies and permits better 
display. Business in the first 
quarter of this year was double 
that of the same period in 1941. 
According to Howard M. Kirk, 
Jr., secretary of the company, “in- 
crease in the volume of this de- 
partment is due to the fact that 
we have a better selection and 
that with this open display plan 
the ladies can handle these items. 
As a result, women frequently 
visit the department just to 
browse around.” 

The dinnerware and glassware 
room, which measures 25 by 45 
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Open display plan aids 
in attracting women to 
Kirk, Hutton & Co. store 


ft.. was formerly used as a pipe 
storage and cutting room. It now 
is equipped with concealed light- 
ing units, located in the ledges. 
Graduated shelving and wide lower 
shelves for displaying merchan- 
dise make everything easy to see, 
reach and handle. As far as prac- 
tical, items are grouped accord- 
ing to classifications and at least 
two and sometimes four table set- 
tings are used in the department. 
The section is in charge of Miss 
Dorothy Gibson. Dinnerware is 
featured which is manufactured 
right in New Castle. 

The display room has ivory 


trim with a neutral grey-green 
finish. An electric sign, which is 
visible from the front of the store, 
calls attention to the arched door- 
way leading to the dinnerware 
and glassware department located 
in the wing of the “L” shaped 
establishment. 

Kirk, Hutton & Co. entered the 
dinnerware field when it bought 
the stock of another store which 
handled the line. In addition to 
newspaper advertising, which is 
run about twice a month for the 
department, the store uses window 
display space for this merchandise 

(Continued on page 50) 
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definite obligations. They are: 


In the present war emergency, we recognize two very real and very 











1. To avoid the continued use of materials which are now or which may later be placed 
on the “strategic” list. The successful prosecution of the war requires this sacrifice. 


2. To make every possible contribution toward the continued existence of jobbers and 
dealers generally —and to the continued comforts and convenience of civilian life. 


vanishing from the market. Great dis- 
location is occurring in jobbing and retail 
organizations because of lack of sufficient mer- 
chandise to maintain sales volume. 

Metals, rubber and other “essential” mate- 
rials have always represented a very small 
percentage of the material requirements for our 
vacuum type glass coffee makers. Since the 
elimination of our electric stoves, this percent- 
age is almost negligible. But after our present 
stocks are exhausted, there will be absolutely 
no strategic material in any Silex Coffee Maker. 

Our raw material stocks will permit continued 
production of our present line of vacuum type 
coffee makers for the next sixty to ninety days 
or perhaps a longer period. A satisfactory sub- 
stitute for the rubber seal has been developed. 
As many as three substitutes have been found 
to replace other scarce materials. 

It is realized that vacuum type glass coffee 
makers alone will not serve to offset to any 
large degree the loss of sales on metal per- 
colators, and coffee makers of other types; so, 
the Silex line is to be expanded to provide more 


Men old-line housewares are rapidly 


merchandise for you to sell. 

In the expanded line, there will be: 
1. Our vacuum type coffee maker 
2. An automatic drip coffee maker 
3. A straight drip coffee maker 
4. An “extractor” type coffee maker 


It is a source of great pride to us to know that 
we still service millions of Silex Coffee Makers 
produced during the past thirty-five years. Our 
reputation for continued service over a long 
period of years will be maintained. Material 
will be available for replacement parts. 

The Silex line will be aggressively pro- 
moted. And with the expansion in the line now 
planned, it is anticipated that our jobbers’ and 
dealers’ franchises will become increasingly 
valuable. In any event, assurance is hereby 
given that this Company will continue to serve 
the trade and the public in the best possible 
way, for the “duration”. 


Drank E. Wolcott 


PRESIDENT 


a +h€X 


THE SILEX COMPANY, HARTFORD, CONN. 
CREATORS OF THE GLASS COFFEE MAKER INDUSTRY 
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Advances 


Leaded zinc oxides. Turpentine. 





Leaded zine oxides—turpen- 
tine—The maximum price for leaded 
zinc oxides containing 35 per cent or 
more lead, which was reduced one- 
fourth cent per pound by the General 
Maximum Price Regulation, has been 
allowed to return to the April 1, 1942, 
level of 7 cents per pound, Price Ad- 
ministrator Henderson stated June 18. 
This price, which corrects an _ inad- 
vertent omission, became effective June 
22. Several increases were noted on 
turpentine during June—in three suc- 
cessive steps of two cents per gallon 
each, the price rose six cents from the 
22nd to the 29th. 


Anti-freeze prices —JIn an- 
nouncing maximum prices for anti- 
freeze June 25, OPA has authorized 
levels well under the speculative quo- 
tations prevalent at the end of last 
winter. The new regulation sets ceilings 
not only for retailers. but for manu- 
facturers and distributors as_ well. 
Prices are established both for anti- 
freezes of the “permanent” type (made 
from ethylene-glycol) and for the so- 
called “non-permanent” type, produced 
from alcohol. The maximum retail 
prices for the permanent type are 
established at the normal level which 
has prevailed during the past three 
years, defined, however, as “the price 
which prevailed during that month dur- 
ing the six-months’ period ending with 
March, 1941, in which the individual 
seller sold the greatest amount of anti 
freeze.” In no event, however, may these 
retail prices be higher than $2.65 per 
gallon or 70 cents per quart. The ceil- 
ing prices for the non-permanent alco- 
hol anti-freezes, which probably com- 
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prise 85 per cent of the total, are 
somewhat higher than the average of 
last winter, due to the increase in the 
cost of some alcohols, since. The new 
retail ceiling price for natural type non- 
permanent anti-freeze is $1.40 per gal- 
lon, while the synthetic type is at $1.10 
per gallon. 
- * . 

Steel goods, shovels, ete.—It 
is expected that the manufacturers of 
shovels and steel goods will announce 
their lines for next season shortly. Sim- 
plification of styles and finishes, partic- 
ularly in shovel lines, will be included. 
Jobbers are advised by their suppliers 
that no more garden plows will be 
available, until next season’s quotas are 
set up. 

* bad ” 

Blow torches— Word is received 

from one of the leading manufacturers 








of gasoline blow torches that in the 
future tanks as well as burners, will 
have to be of steel, instead of brass 
and bronze. Experiments are still be- 
ing conducted on the new type torch, 
but distributors are told that when the 
new model is released for sale, it will 
perform to the complete satisfaction of 
the user. 
. % * 

Toy and game ceilings— 
OPA announces the early issuance of 
a special price order placing a ceiling 
on all toys and games. Manufacturers 
and sellers of these lines have been 
completely puzzled as to what they will 
be required or permitted to do in the 
way of pricing for the 1942 holiday 
season. Studies of prices, costs and 
profits of the toy industry are now be- 
ing completed by OPA to determine 
if the March price structure, continued 
in effect by the General Maximum 
Price Regulation, was equitable for all 
branches of the industry. Toys this 
year will reflect limitations imposed on 





States comprising regions in these charts: 
New England—(Conn., Maine, a. N. H., R. L, Vt.) 


Middle Atlantic—(N. J., N. Y., 


Pa. 
East North Central—(Iil., Ind., Mich., Ohio, Wis.) 
West North Central—(lowa, Kan., Minn., Mo., Neb., N. D., S. D.) 


South Atlantic—(Del., D. C., Fla., Ga., Md., 


N. C., 8. C., Va., W. Va.) 


East South Central—(Ala., Ky., Miss., Tenn.) 
West South Central—(Ark., La., Okla., Texas.) 
Mountain—(Ariz., Colo., Idaho, Mont., Nev., N. M., Utah, Wyo.) 


Pacific—(Calif., Ore., Wash.) 
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Maximum Price Set On 
“Victory” Elec. Fan 


The maximum price at which the 
Kisco Co., Inc., St. Louis, Mo., may 
sell its new model electric fan is 
established in Order No. 15 under 
Section 1499.3 (b) of the General 
Maximum Price Regulation issued 
recently by Price Administrator Leon 
Henderson.. The model—designated 
as the Victory circular model in the 
company’s application for approval 
of a maximum price — effects a 
conservation of strategic materials 
which were used in construction of 
other models. 

The maximum price established in 
the order is $9.48, exclusive of excise 
tax. This price, proposed by the 
company, reflects a lower mark-up 
over costs than in the case of the 
most. closely. comparable. models 
dealt in by the company in March. 
The order became effective June 30, 
1942. 








the industry by WPB for the conser- | 


vation of strategic materials. 


* * * 


Nails, wire, ete.—Going into 
the third quarter, jobbers of wire and 
nails, and other merchant steel prod- 
ucts, will be on a revised allocation 
system, from the manufacturers who 
were their suppliers during 1940. Nails, 
bale ties, and wire rope are authorized 
total than the 
amount actually taken in the period 
from July 1, 1940, to June 30, 1941, 


though realizing this allotment will be 


at a tonnage larger 


contingent upon the precedence re- 
quired for high-rated Government busi- 
ness. War orders probably will con- 
tinue to prevent the assigned maximums 
from being reached for the warehouses. 
distributors can demonstrate 


large sales from their stocks for high- 


Unless 


rated Government purposes, the allot- 
available on fencing, netting, 
fence wire, barbed wire, sheets and pipe 
will be only half the amounts actually 


ments 


taken in the above-mentioned period. | 
Mills have been doing a fair job, dur- | 
ing the second quarter, of approaching | 


the rated quotas for jobbers on nails 
and pipe. Barbed wire, however, has 
been scarce for many months, regardless 
of quota. Smooth wire, fencing and net- 
ting have been scarce and much below 
quota allocations. 
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and 
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ANOTHER CHANCE 
FOR WAR-TIME SALES 


Because steel is one of the 
hard-to-get materials, many dis- 
tributors may feel that an item 
like steel rivets is next to im- 
possible to obtain. 

However, R B & W— one of 
the largest manufacturers of 
small rivets (7%¢"’ diameter and 
smaller) in the U. S.—can assure 
you prompt delivery of EMPIRE- 
brand rivets on orders accom- 
panied by priority ratings. 

It’s another opportunity for 
war-time selling ... with an 
R B & W war-time business 
builder. 

















RB & W’s 
BUSINESS-BUILDING 
PROGRAM 
FOR DISTRIBUTORS 


1 Product Suggestions — 
broadening your war-time sales 
opportunities. 

































2 National Advertising — 
building your future market for 
R B & W products. 


3 Information Service — 
answering your war-time sales 
and priority questions. 





AND ALLIED FASTENING PRODUCTS... 
SINCE 1845 
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Stock-Sales ratios are percentages obtained by dividing the cost value of stocks by sales 


of an identical group of firms. 


Further simplifications 
Changes in Government manufacturing 
and construction standards, hitherto 
recommended to manufacturers and the 
armed forces as means of saving essen- 
tial and critical matcrials, will soon be 
made compulsory, according to C. I. 
Warwick, chief of the specifications 
branch of the War Production Board. 
Typical of the activities of this branch 
is its revision of specifications for table- 
ware, by reducing the percentage of 
nickel chromium and tin in the stand- 
ard compositions. They recommend plat- 
ing silver directly on steel, and revision 
of the federal specification to permit 
only this type of tableware is now in 
preparation. 

* * * 

Silver for solder—A phenom- 
enal gain in the use of silver to replace 
tin in solder has forced silver producers 
to allocate the metal among their nor- 
mal customers, and to place extreme 
restrictions on entry of new users into 
the market. Shortage of tin has caused 
the present conditions. There has been 
a 2000 per cent increase in the use of 
silver in the last six months. Since the 
principal source of the silver used in 
solder is from foreign mines and scrap 
dealers, the supply is far from large 
on this quality. Because the melting 
point of silver solder is 580 deg. Fahr., 
compared with 360 for tin solder, the 
use of silver for this purpose is a make- 


shift 
. a “ 


Fruits and canning—The De- 
partment of Agriculture indicates that 
onéoming fruit yields for the 1942-3 
season will almost certainly tetal as 
large as the bumper crop of a year ago. 
Indications as of June 1 showed that 
peaches, eherries and plums will be 
above average yields. Apples, in com- 
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mercial areas, were slightly above aver- 
age, and grapes of all varieties show at 
least equal prospects to a year ago. 
Fruit and vegetable packers continue 
to receive every possible boost from 
W.P.B. The latest move in this direc- 
tion was the raising of the rating for 
materials for repairs and maintenance 
of canning equipment and machinery 
to A-l-j, formerly A-3. The rating for 
materials required for expansion of can- 
ning facilities is raised to A-l-c from 
A-3. 
* * * 

Retail selling—Described by 
Dun & Bradstreet as the “ear-marks of 
a premature summer lethargy,” late 
news from most sources indicates many 
retailers are experiencing a decided let- 
down in trade. There are declines not 
only from recent 1942 sales levels, but 
from the same time a year ago. Buying 


seems to be on routine items and in 
normal, seasonal amounts. There is an 
almost complete disappearance of cu- 
mulative buying. 

* * * 

Commodity averages—Latest 
wholesale commodity price averages are 
held relatively high by the strong mar- 
kets on some food products, although 
the latest Associated Press average (for 
June 26) stood at 97.87 per cent of the 
1926 “par,” compared with a 1942 high 
of 99.72 per cent. The current rise over 
a year ago is some 8% points. Recent 
strength has been shown in poultry and 
eggs, potatoes, livestock and lard, while 
rises in resin, turpentine, and some 
building materials have contributed 
slightly. Farm labor shortages are caus- 
ing consumers to pay higher prices for 
fresh fruits and vegetables. 

* * os 

The salvage campaigns—The 
President’s concentrated two-week drive 
to get scrap rubber out of the attic and 
garage and into the reclaiming plants 
has been extended. W.P.B.’s Bureau of 
Industrial Conservation says that scrap 
rubber dealers throughout the country 
have agreed to sell all such accumulated 
piles of rubber immediately, to swell 
the total to remake into rubber for our 
armed forces. To the campaigns for sav- 
ing scrap metals, rubber, rags and 
paper, and to get these metals and ma- 
terials to the plants which will re- 
fabricate them will soon be added an- 
other campaign. This will be a drive to 
replace fats and oils we now are un- 
able to get from the Far East. These 
fats and oils are needed for many 
reasons, but principally because they 
make glycerine, and glycerine helps 
make explosives. The ready way of re- 
placing the nation’s lost fats and oils 


(Continued on page 30) 


The Hardware Age Blackboard 


‘ uy 





Collection percentages are obtained by dividing the collections on aceounts during the 
month by aceounts receivable outstawdimg at the beginning of that month for an identical 


group ef firme. 
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SALES OF 1412 INDEPENDENT RETAIL HARDWARE 
DEALERS IN UNITED STATES 


May, 1942 Comparisons 


SUMMARY 
May *42 May ’*42 ; 
No. Stores vs. US. May °42 May °41 Apr. °42 
May ’41 Apr.°42 d 
Total 1,412 +1 8 $9,605,166 $9,504,582 $10,452,514 


First five months, 1942 showed 25 per cent gain over 1941. 
1942—$50,828,858; 1941—$40,743,637 





Per cent Change Dollar Sales 
Number May *42 May °42 
of firms vs. vs. 
States by Regions reporting May *41 Apr ’*42 May °42 

New England 75 + 9 +11 776,921 
Maine 9 +9 +29 76,754 
Vermont and N. H. 10 +16 +17 249,213 
Massachusetts 41 +4 +7 325,549 
Rhode Island _ 

Connecticut 2 

Middle Atlantic 144 + 5 —10 1,130,034 
Pennsylvania 144 +5 10 1,130,034 

East North Central 418 2 12 2,825,958 
Ohio ; 107 ] —12 796,249 
Indiana 65 + 9 12 366,458 
Illinois ; 11] + 2 9 765,859 
Michigan 44 7 15 349,270 
Wisconsin 9] 10 12 548,122 

West North Central 194 3 8 781,875 
lowa 55 -11 18 242,575 
Misouri 46 + 7 + 3 209,829 
Nebraska * 43 +9 2 133,522 
Kansas 50 9 -9 195,949 

South Atlantic 54 2 13 330,220 
South Carolina 1] 15 9 82,931 
Georgia 23 +. 3 18 145,180 
Florida 20 + 5 6 102,109 

East South Central 13 + 6 2] 88,351 
Alabama 13 + 6 21 88,351 

West South Central 119 + ¢ ] 806,567 
Arkansas 16 +18 - ¥ 115,453 
Oklahoma 38 7 - 6 155,269 
Texas 65 = - 535,945 

Vountain 101 3 10 746,106 
Montana 27 13 Job 202,226 
Idaho 21 8 22 131,857 
Wyoming > 
Colorado 30 + 8 | 143,483 
New Mexico 6 
Arizena 8 — § 10 164,750 
Utah . 

Nevada . 

Pacific 294 + 4 9 2,119,934 
Washington 49 +21 17 351,513 
Oregon 33 +10 1] 302,263 
California 212 1 — 6 1,466,158 
Chicago 25 7 15 112,026 
Los Angeles 28 5 + ] 187,215 
Pertland 12 +10 16 48,240 
San Francisco 23 +22 ] 124,785 
Seattle 13 +70 +f 52.809 

*Note while stores in these states are included in grand total, ences for 


these states are not shown on this chart because of insufficient data. For states 
marked ¢ the change was less tham 0.5 per cent. Compiléd by Bureau of the 
Census, U. S. Department of Commerce. 
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Wartime necessities . . 
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FASTER, more 


EMPIRE LEVEL MFG. COMPANY 


to help Craftsmen 
ACCURATE work! 
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is to recover and save part of the esti- 
mated 2,000,000,000 lb. of cooking fats 
wasted every year. The Bureau hopes 
to collect more than half a_ billion 
pounds of cooking fats a year from 
the kitchens of American homes. It 
is planned that neighborhood chain 
stores, meat markets and food locker 
plants shall serve as collection centers. 
* * . 

Machine tools—The value of 
new machine tools, presses and other 
metal-working machinery shipped dur- 
ing May was $118,500,000, it was an- 
nounced recently by the War Produc- 
tion Board. Compared with the same 
month of last year, the May value for 
all metal-working machinery is an in- 
crease of 80 per cent. 

+ * . 

The building picture—More 
and more evident is the overshadowing 
of private construction projects by the 
tremendous programs of public con- 
struction, and those directly or in- 
directly connected with the waging of 
the war. For approximately the first 
half of 1942, public construction was 


117 per cent of last year, Federal work 
was up 196 per cent, while private con- 
struction declined 53.5 per cent. 


* * * 


Carloadings and traffic—One 
bright spot in the statistics was the 
showing made by railroad freight load- 
ings, which rose more than usual dur- 
ing the June 20 week, to 844,913 cars, 
114 per cent over the preceding period. 
From Jan. 1 to June 20, freight car 
totals loaded were 7.25 per cent ahead 
of the 1941 comparison. 


* * * 


Living costs leveling—OPA 
has publicly expressed satisfaction that 
its goal of leveling the cost of living 
shows indications of attainment. Com- 
menting upon a study by the U. S. 
Bureau of Labor Statistics, of living 
costs in 21 leading cities between May 
15 and June 2, OPA noted that the 
upward move of living costs (17.5 per 
cent since the European War out- 
break) finally has been checked, and 
in this particular period they actually 
declined slightly. 





Preserving the Purchasing Value 
of the U. S. Dollar 


SEEMINGLY favorable com- 

parison of the financial status 
of American families when the 
United States entered World War 
No. 1 and when it entered World 
War No. 2 is made by the Institute 
of Life Insurance. But, all things 
considered, there is no cause for a 
too optimistic feeling of security. 
Here are the figures recently com- 
piled by the Institute: 

National income per family 
World War I (1917), $2,179. World 
War II (1941), $2,931. 

Savings deposits per family- 
Dec. 31, 1917, $506; Dec. 31, 1941, 
$810. 

Life insurance protection per fam- 
ily—Dec. 31, 1917, $1,202; Dec. 31. 
1941, $3,839. 

Life insurance emergency cash 
values per family—Dec. 31, 1917. 
$239; Dec. 31, 1941, $907. 

Looking over these comparisons, 
the reader is more than ever im- 
pressed with the importance of pre- 
serving the purchasing value of the 
American dollar. Inflation, one of 
the gravest dangers facing this coun- 
try today, could quickly wipe out 
any dollar advantage the people 
may now enjoy compared with the 
early days of the first World War. 

In 1917 the Federal debt was less 
than 3 billion dollars. Today the 
Federal debt is more than 70 billion 
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dollars. The maximum Federal 
debt as a result of the first World 
War was 25% billion dollars in 
1919. Now President Roosevelt 
and Secretary of the Treasury Mor- 
genthau anticipate a Federal debt 





in excess of 110 billion dollars dur- 
ing the next fiscal year. Economists 
predict that the Federal debt may 
reach 150 billion or 200 billion dol- 
lars, or more, before the war is 


over. 

United States expenditures for 
this war will soon reach 3 billion 
dollars a month, an amount equal 
to the entire Federal debt in 1917. 
If wisely spent, this vast sum should 
help to bring victory to the Allied 
cause sooner than if production and 
expenditures lagged. But there is 
admittedly a lamentable waste of 
money in the war effort, and this 
should be checked at once. What 
is even more deplorable is the fail- 
ure of Congress and the Adminis- 
tration to stop the shameful squan- 
dering of money on unnecessary non- 
military expenditures. The contin- 
ued coddling of socialistic dream- 
ers by official Washington, the kow- 
towing to selfish pressure groups, 
and the tolerance of incompetence 
in important Government positions 
must be stopped. 

The possibility of saving one or 
two billion dollars a year by cur- 
tailment of wholly unnecessary ex- 
penditures has repeatedly been 
pointed out to Congress during the 
last year, even by the Bureau of the 
Budget, but no appreciable econo- 
mies have been effected. This is a 
matter of deep concern to millions 
of citizens, many of whom have only 
recently become tax conscious. 

Investors in Private Enterprise. 





Shows Variety of Sporting Goods in Window 





The Odell Hardware Co., Greensboro, N. C., believes in showing a 
wide variety of sporting goods in windows whenever this line is 
promoted. This display is located in one of the windows facing the 


lobby of the entrance of the store. 
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40 Tons of Farm Scrap 


(Photo courtesy Myers Water Way) 


The first day of a farm metal scrap campaign organized by Clem 
Schneider, hardware and implement dealer of St. Peters, Mo., brought 
in from 40 to 50 tons of metal. Some good suggestions for you to follow in 
similar campaigns are: support local committees by inserting their scrap 
collection slogan in ads, window displays, bills, and posters; dispose of 
your unsaleable merchandise and otherwise useless metal; insist that 
worn out parts be returned on every purchase; note and report all scrap 
accumulations; where possible use your truck to bring in scrap on return 
trips. Any and all of these methods, if adopted by dealers generally. 
_ far toward insuring systematic and continuous flow of scrap to 
the mills. 





Backyard Setting Sells Barbecue Goods 


a 









This display bearing the message “For a Happier Barbecue in Your Own 
Backyard” was used with satisfactory results by The Heyman Hardware Co., | 
Danbury. Conn., in selling merchandise for outdoor home entertainment. 
Benches, table, grills, lanterns, and kindred articles were installed by Willy 
Schulz, display manager, in this window which utilized green spotlights to 
add color. Green grass mats and a tree in the background emphasized to a 
further degree the backyard theme, as did the imitation of flagstone made of 
linoleum. In the rear there was an imitation stone wall. A purple background 
and white strips with black lettering completed the colorful setup. 
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% In the battle of production 
good tools are essential. 


Vichek tools are enlisted for 
the duration, helping to make 
and maintain invaluable 
fighting equipment. 


Vichek quality is helping to 
“keep ‘em rolling” and “keep 
‘em flying”. 


THE VLCHEK toot co. 


3001 £. 87th St. *® Cleveland, Ohio 
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New and Improved Merchandise—Display Helps—Sales Literature— 
New Packages—New Colors—Catalogs 


Glass Containers For 
Franklin Glue 


These new bottles, pictured in the 
quarter-pint, half-pint, and pint and 
quart sizes have large openings. They 





are made of dark blue glass with con- 
trasting orange labels. For shipping 
they are individually packed with saw- 
dust. Franklin Glue Co., Columbus, 
Ohio. 


Molded-On Compound 
Tires for Industrial 
Wheels 


French & Hecht, Inc., Davenport, 
lowa, announces a line of cast, semi- 
steel industrial wheels, suited to a wide 
range of materials handling services, in 
diameters from 4'% to 20 in. The com- 
pany ‘states this compound is not experi- 
mental but has been in successful ser- 
vice for a number of years. Three types 
of compound are available for these 
molded-on tired wheels: “Standard” for 





all normal duties; “Oil-Resistant” for 
service where oil, ordinarily destructive 
to rubber and certain compounds, is 
prevalent; and “Static-Dissipating” com- 
pound for use where static discharge is 
a hazard. A brick barrow wheel with 
solid, molded-on tire, 16 in. outside di- 
ameter, with plain or roller-bearings and 
“Nu-Seal” bearing protectors to keep 
abrasive grit out of the bearings, is also 


offered. 


War Game 


“Battle Checkers” — m‘niature _ in- 
fantrymen, planes, anti-aircraft guns, 
tanks, subs and battleships oppose 
each other from Axis and United Na- 











tions bases. Most powerful “king” is 
the bomber which can jump all the 
way across the board. The miniatures 
of mechanized warfare are made of 
plastics and are authentically molded 
down to the finest details. The game 
is played like a combination of chess 
and checkers. King-Larsoe-McMahon, 
179 N. Michigan Ave., Chicago, III. 


S-W Paint to Come 
In Paper Containers 

The Sherwin-Williams Co., Cleveland, 
Ohio, has announced that its new paint 
containers will have bodies made of 





cardboard impregnated with an_ in- 
soluble solution and top and bottom 
will be metal discs. Use of tin is 
eliminated entirely. The impregnated 
paper lining inside the new container 
is said to prevent “wicking” or absorp- 
tion. The company does not claim 
that this new substitute is just as good 
as an all-metal container and a new 
label carries the notation, “War Emer- 
gency Container—Handle With Care.” 


Bicycle Basket 

Made completely of wood and fibre 
and does not contain any steel. Sug- 
gested retail selling price, $1.98. 
Length of this model, No. 2420, is 15 
in.; width, 9 in., depth 8% in. Finish 
maple stain. F. A. Whitney Carriage 
£o., Leominster, Mass. 
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Gift Set 


Set consists of No. 630 Sugar Server, 
No. 427 Dripless Server, No. 453 Twin- 
Server set (2 condimert jars, 2 spoons, 











1 tray). All tops, spoons, and tray are 
“Tenite” plastic; containers are clear- 
~ glass. Packed complete in attractive 
red corrugated gift carton. This car- 
ton can be mailed “as is” for out-of- 
town trade. Suggested retail selling 
price, $1.00 per set. Federal Tool 
Corp., 400 N. Leavitt St., Chicago, Ill. 


Tank-Type Cleaner 
Instruction Booklet 


An attractive 32-page booklet has 
been prepared by “Universal” to assist 
the consumer in the use and care of 
the “Universal” tank-type cleaner. 
Illustrations demonstrate the number 
of uses to which the cleaner can be 
put and show the steps to take in 
keeping the cleaner in efficient condi- 
tion. Each illustration and suggestion 
is listed alphabetically in a complete 
index at the end of the _ booklet. 
Landers, Frary & Clark, New Britain, 
Conn. 





“Rubber-Mend” For 
Tire-Tube Repair 


A self-vuleanizing rubber putty, that 
is said to repair rubber permanently, 
is made especially for the maintenance 
of tires and tubes is offered by the 
Lange Co., DePere, Wis., under the 
trade name “Rubber-Mend.” It r-- 








quires no special tools or methods to 
apply, and is used without heat. When 
applied it becomes an actual welded 
part of the tire or tube it repairs and 
it cures overnight, maker states. Simple 





JULY 9, 1942 








directions on each package. The com- 
plete package contains a 3% oz. jar 


of the rubber putty and a 3% oz. jar 


of rubber patching cement. List price 
of this package is $1.00; packed 12 to 
a carton, and 36 packages to a case. 














Plastic Gardening Goods 


The H. B. Sherman Mfg. Co., Battle fade or wear off. Included in this 


Creek, Mich., offers 


nozzles, - couplings, 


sprinklers, hose 
other items 
illustrated above made of tough, dur- 
able plastic which is said not to rust 
and to stand hard service. High lustre 


plastic line is a “Bomb” nozzle, made 
entirely of plastic, which produces a 
fine, dense, cloud-like spray for com- 
bating incendiary bombs. This nozzle 
also has other uses in the home and 


finishes in bright colors that do not garden. 


* 








If your jobber 
can't supply you, 
write us direct. 


ACME STEEL COMPANY 


Branches and Sales Offices in Principal Cities 


* * * * * 


IT’S PATRIOTIC! 
IT HELPS YOUR CUSTOMERS! 
IT BUILDS EXTRA SALES! 





@ A timely idea . . . this REPAIR stimulating carton! 
It fits right in with the campaign to conserve civilian 
goods. By displaying this attractive carton of Acme 
Corrugated Fasteners, you remind your customers to 
fix up their furniture, screens, cabinets and other 
wooden articles. Watch your extra sales climb with 
this timely idea working for you. 

Homeowners, cabinetmakers, wood hobbyists , . . 
anyone who can use a hammer is a prospect for this 
fast-selling item which makes strong wood joints. 
The Tack-Point feature assures easy driving. The 
long, beveled points, sharp-cutting edges penetrate, 
but do not crush the wood fibres. With the emphasis 
on repairs and “fixing up,” Acme Corrugated Fasten- 
ers will be a faster-selling item than ever! 


ACME CORRUGATED FASTENERS 


Are also available in 100 lb. kegs, offering 
opportunity for profit in bulk sales. In addition 
there are standard cartons of 250, 500 
and 1,000; boxes of 
100 fasteners, ten 
boxes to a _ carton; 
also in boxes contain- 
ing 50 fasteners of 
one size .. . %”x4; 
"x5; %”’x5. A dis- 
play carton contains 
12 of these boxes. 





General Offices: 


2838 Archer Avenue 
CHICAGO, ILLINOIS 
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P. E. BARTH RESIGNS AS 
SARGENT PRESIDENT | 


Murray Sargent becomes president 
and C. Forbes Sargent first vice- 


president Effective July 


At the June meeting of the 
board of directors of Sargent & 
Company; New Haven, Conn., 


1, 1942. 


142nd Infantry, 36th Division, in 
France, which 
the Fourth French Army. 

Mr. Barth has been a director 
of the Manufacturers Association 
of Connecticut; is director of 
the Manufacturers Association of 
New Haven County; and vice- 
president of the American Hard- 
ware Manufacturers Association. 

Murray Sargent of New York, 


who has been a director since 


| 1927, 





P. E. BARTH 


Philip E. Barth resigned as pres- | 
ident and director of the com- | 
pany, effective July 1, 1942. 

For more than 10 years, 
through the 


| 
| 
and 
eight critical years | 
of the depression in the building 
industry, 
pany’s destinies successfully. His 
future plans are not available at | 
present for announcement. 


he has guided the com- 


Mr. Barth joined Sargent & | 
Company in October, 1928, and 
in March, 1942, was re-elected 
president and chief executive of- 
ficer for the ninth 
year. 

Before joining Sargent & Com- 
pany he was associated with the 
Simmons Hardware Company, 
St. Louis, Mo.; was president 
and general manager, Winches- 
ter-Simmons Company of Chi- 
cago, also Kansas City; general 
manager, R. M. Hollingshead 
Company, Camden, N. J., and 
sales manager Western Cart- 
ridge, East Alton, Ill. 

He served two years in World 
War No. 1 as captain of the 


consecutive 
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was elected to succeed Mr. 
Barth as president. Mr. Sargent, 
however, will continue as ad- 


MURRAY SARGENT 


ministrator-in-chief of the Society 
of the New York Hospital. C. 
Forbes Sargent was elected first 
vice-president. 

Mr. Barth 
Ridge Road 


Haven, Conn. 


1041 
New 


resides at 
(Hamden) 


FERGUSON-SHERMAN 
CHANGES NAME 


At the recent annual meeting 
of the stockholders of Ferguson- 
Sherman Manufacturing Corp., 
Dearborn, Mich., the name of the 
company was changed to Harry 


| Ferguson, 
| diately. 


| anad treasurer. 


was attached to | 





Inc., effective imme- 


‘ 
The following officers were re- 


elected: 
dent; Roger M. Kyes, exec. vice- 
president and general manager, 
| and Horace D’Angelo, secretary 
produces and 


The 


company 


Harry Ferguson, presi- | 


| markets agricultural equipment | 
| which utilizes the Ferguson sys- | 


tem of linkage and hydraulic | 


control. This principle is used 
exclusively in the Ford tractor 
and Ferguson implements. 


WOODEN DOWELS 
GRANTED UNIFORM 
FREIGHT CLASSIFICATION 


G. Bennett Weise, 
Englewood Dowel Co., 
dise Mart, Chicago, IIl., advises 
that the Western Classification 
Committee on rating has granted 
their petition that wooden dowels 
in LCL quantities should take 
the same classification as in car- 
load quantities. The order be- 
comes effective June 5, 1942. 


president, 


UTENSIL CLEANER 
TO BE DISTRIBUTED 
BY VOLLRATH CO. 


The Vollrath Co., Sheboygan, 
Wis., has announced that it will 
distribute “NuSteel” liquid 
cleaner throughout the country. 
This product is for cleaning 
stainless steel, porcelain enamel 
and aluminum ware and may 
also be used on monel metal 
and other chrome bright work. 


LENNAN, INC., MOVES 
TO NEW ADDRESS 


William M. Lennan, Inc., has 
moved its factory and offices to 
2654 Fletcher Drive, Los An- 
geles, Calif. 


McCUNE-MERIFIELD 
IN NEW QUARTERS 


McCune-Merifield Co., manu- 
facturers agents with offices in 
Seattle, Wash., Salt Lake City, 
Utah, San Francisco and Los 
Angeles, has moved its Seattle 
offices. After many years in an 
upstairs office location at 1117 
2nd Ave., Suite 303, the offices 
have been moved to a street level 
location at 72 Marion St., 
Seattle. 


Merchan- | 


HERBERT FARRELL, SR. 


President of The Farrell 
Cheek Steel Co., Sandusky, 
Ohio, who received an honorary 
degree from Bowling Green 
State University during its an- 
nual commencement exercises. 











BRUSH MFR. CELEBRATES 
50TH ANNIVERSARY 


David Linzer & Sons, Inc., 
10-20 Astor Place, New York 
City, brush manufacturer, cele- 
brated its 50th anniversary with 
a banquet at the Essex House, 
New York, on June 6. At that 
time 15 of the employees with 
longest records of service were 
presented with wrist watches. 
Three hundred attended the 
event, which included a_ pro- 
gram of entertainment. 

The present officers of the 
company, Aaron, Samuel, Abra- 
ham and Adolph, are sons of 
the founder of the business, 
David Linzer, now retired. 
Aaron is president; Samuel, 
vice-president; Abraham, secre- 
tary-treasurer, and Adolph Lin- 
zer is outside representative. 


EAGLE ELECTRIC 
IN NEW PLANT 


The Eagle Electric Mfg. Co. 
has moved to a new office and 
plant at 23-10 Bridge Plaza, 
South, Long Island City, N. Y., 
where greater manufacturing 
facilities are available. The com- 
pany was formerly located at 59- 
| 79 Hall St., Brooklyn, N. Y. 
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H.M. Campbell, 
McKinney Mfg. 


H. M. Campbell Jr., vice-presi- 
dent in charge of sales and di- 
rector of McKinney Manufactur- 
ing Company, Pittsburgh, has 
been elected secretary of the 
company. Mr. ° Campbell has 
been associated with McKinney 
for over 22 years in various Ca- 
pacities. His new office will be 
in addition to his other duties. 


Jr., Secretary of 


H. M. CAMPBELL, JR. 


PEDERSEN REPRESENTS 
ACME IN CAROLINAS 


K. J. Pedersen has just been 
transferred to Charlotte to han- 
dle sales in North and South 
Carolina according to an an- 
nouncement made by Frank H. 
Webb, southeastern sales man- 
ager, Acme Steel Company, At- 
lanta, Ga. The untimely passing 
of F. G. German and the induc- 
tion of G. R. Easley in the U. S. 
Army made the shift necessary. 
With Acme for 20 years, Mr. 
Pedersen has managed important 
industrial sales territories includ- 
ing his recent Florida assign- 
ment. 

Mr. Easley, on leave from his 


K. J. PEDERSEN 
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Acme duties in South Carolina, 
is now in the Army in training 
to become an officer. Mr. Peder- 
sen is a veteran of World War 
I having enlisted in the Air Corps 
in 1917. He joined Acme Steel 
in 1922. 

Mr. Pedersen will maintain 
headquarters at 2243 Selwyn 
Avenue, Charlotte, N. C. 


LOUDEN OBSERVES 
75TH ANNIVERSARY 


In observance of its 75th anni- 
versary The Louden Machinery 
Co.. Fairfield, Iowa, has issued a 
new catalog, No. 75. The catalog 
is a complete presentation of the 
company’s line including such 
items and carriers and trucks; 
concrete work; cow stalls; door 
track and trolleys; hay unloading 
tools; hog house equipment; 
horse stable equipment; pens; 
stanchions; water bowls; ventila- 
tion equipment, and various mis- 
cellaneous items. 

The business had its begin- 
nings in the workshop of Wil- 
liam Louden’s father’s farm out- 
side of Fairfield, where he built 
the first hay carrier for which he 
received a patent in 1867. This 
was followed by other inventions 
such as the flexible barn door 
hanger; a litter carrier; an all- 
steel cow stall; individual auto- 
matic drinking cup for cows. 
Then the first free barn planning 
service was inaugurated by Wil- 
liam Louden. 








The spirit of progressiveness of 
William Louden is today carried 
on by his descendents: R. B. 
Louden, a son, who is president; 
A. C. Louden, another son, who 
is production manager. R. R. 
Louden heads the industrial con- 
veying division. W. L. Fry, a 
grandson, manages barn planning 
and specifications, while another 
grandson, R. W. Louden, is in 
charge of sales and advertising. 
W. A. Louden is in charge of 
factory time study while J. P. 
Louden is in charge of farm line 
statistics. 

DEVOE OPENS 
WASHINGTON OFFICE 
E. S. Phillips, president of 

Devoe & Raynolds Company, Inc., 
New York City paint and brush 
manufacturer, announces that the 
company has opened an office 
in Washington, D. C., to service 
various phases of the company’s 
the war effort. 
The Washington office, which 
will be located at 718 Jackson 
Place, will be under the man- 
agement of Richard Smith, as 
permanent representative. 


contribution to 


ELECT GIBBS DIRECTOR 
OF WIMBERLY & THOMAS 


E. E. Gibbs, well 
many hardware men in the South, 
was recently elected as a vice- 
president and director of Wim- 
berly & Thomas Hardware Co., 
Inc., Birmingham, Ala., whole- 
salers. 


known to 


METROPOLITAN HINGE 
CO. CHANGES NAME 


The Metropolitan Hinge Co.. 
92-32 Union Hall St., Jamaica. 
L. IL., New York, has changed its 
name to the Metropolitan Bronze 
Mfg. Corp. 





OSBORN OFFICER JOINS 
WPB AS SPECIALIST 
Philip F. Smith, secretary, 

The Osborn Mfg. Co., Cleveland, 


producers of industrial brushes 


PHILIP F. SMITH 


and foundry moulding machines, 
has accepted an appointment as 
a senior priority specialist in the 
Special Industrial Machinery 
Branch, War Production Board 
for the duration of the war. 

He is one of three of 
Franklin G. Smith, president of 
Osborn, who recently celebrated 
his 50th anniversary as executive 
head of the company. Another 
Norman F. Smith, is gen- 
eral manager and of 
the company. 

Upon graduation from  Dart- 
mouth College in 1923, Philip F. 
Smith worked at Osborn as a 
clerk, and then successively as a 
salesman, advertising manager 
and factory manager. No suc- 
cessor will be appointed to fill 
his post at the Osborn company. 
His duties will be spread among 
other officials. 


sons 


son, 
treasurer 


July New York Housewares 
Mfrs. Show Cancelled 


of As- 

plans 
House- 
show was 
place July 


M. E. Horn, president of the 
New York Houseware Manu- 
facturers Association, Hotel 
Pennsylvania, N. Y., has an- 
nounced that in order to com- 
ply with government request, 


of directors 
has_ cancelled 
Atlantic City 
The 
take 


the board 
sociation 

for the 

wares Show. 
scheduled to 
12 to 17. 
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Charles W. Scarborough Honored 
By Pittsburgh Hardware Men 


Hardware men from Pittsburgh 


and vicinity gathered together 


Wednesday evening, June 24, to 





CHAS. W. SCARBOROUGH 


pay honor to Charles W. Sear- 
prominent hardware 
merchant. More than 150 at- 
tended the dinner which was 
held at the Fort Pitt Hotel in 
Pittsburgh. Mr. 
who is 81, was honored for his 


borough, 


Scarborough, 


NORTH JERSEY ASSN. 
CALLS OFF REGULAR 
MONTHLY MEETINGS 


The North Jersey Hardware & 
Supply Association, 620 Newark 
Ave., Newark, N. J., has an- 
nounced that due to the difficul- 
ties of traveling it is discontinu- 
ing its practice of regular month- 
ly meetings for the duration of 
the war. 
matters present themselves, spe- 
cial meetings will be called for 
the purpose of 
educational programs. 


However, as important 


discussions or 


JERSEY SHORE GROUP 
PRICE CEILINGS 
MEETING 


Seventy-five members and 
guests attended the dinner meet- | 
ing of the Jersey Shore Hard- 
ware Dealers Association, June | 
18, at the Monterey Hotel, As- 
bury Park, N. J., to discuss the | 
General Maximum Price Regula- 
tion and other restrictive regu- 
lations. Harry Solzman, assistant 
regional director, O.P.A., pointed 
out the price ceilings regulation | 
was framed to prevent inflation, | 
outlined the penalties for viola- | 
tion of the law and appealed for 
voluntary compliance with the 
terms of the regulation. John A. 
McNulty, W.P.B. 


regional di- | 
rector, pointed out we are in a | 
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many services to the hardware 


industry which he has served. 


former state highway commis- 


| sioner, urged dealers not to be 


pessimistic concerning the busi- 
ness outlook for Jersey shore 
stores since shore resorts could 
still depend on excellent rail- 


He has served for 32 years as| road service for visitors. 


president of the American Hard- 


ware Supply Co., Pittsburgh, 
Pa.. dealer- owned wholesale 


company, and is president and 
treasurer of Scarborough & 
Klauss, retail hardware firm. He 
has been a past president of the 
Pittsburgh Retail Hardware As- 
sociation; of the Pennsylvania 
and Atlantic Seaboard Hardware 
Association and of the Lions’ 
Club of Pittsburgh. 

Mr. Scarborough received sev- 
eral gifts during the dinner, 
among them a fine lounging robe 
ind many bouquets of flowers. 

Among the many compliments 
aid Mr. Scarborough, the out- 
-tanding comment was made by 
his partner in business, George 
H. Klauss, who remarked, “In 42 
years as a partner with Mr. 
Scarborough, there has 
been a cross word spoken by 
either one during this long as- 
sociation together.” 

Mr. Scarborough is a mem- 
ber of the Harpware Ace Fifty 
Year Club. 


never 


period of total war. Thomas D. 
Nevins, W.P.B. analyst, discussed 
new priorities regulations and he 
and Mr. Solzman answered deal- 








ers’ questions on price ceilings, | 
prior‘ties, ete. E. Donald Sterner, | 


at ti 





Willard A. Prigge, Freehold, 
N. J., president of the associa- 
tion, presided over the meeting, 
which was arranged by Elmer E. 
Coyte, Asbury Park, secretary. 


PITTSBURGH STEEL 
NAMES COMPLIANCE 
COORDINATOR 


Joseph G. Smith has been ap- 
pointed compliance coordinator 
for Pittsburgh Steel 
Pittsburgh, Pa. 
been connected with Pittsburgh 
Steel Company in sales capaci- 
ties for the past five years, and 
for the past two years has been 
assistant manager of the Pitts- 
burgh district sales office. 





ELECTRIC FENCING 
BROCHURE ISSUED 


The Electric Fence Manufac- 
turers Association, 615 N. Aber- 
deen St., Chicago, Ill., has pre- 
pared a brochure on the subject 
of electric fencing which has 
been submitted to the Office of 
Agricultural Defense Relations, 
U.S.D.A. and WPB. The bro- 
chure discusses the subject of 
electric fencing from the point 
of its relation to conservation on 
farms and the war effort. Copies 
are available from the associa- 
tton. 





GLASS VICTORY PAINT JAR: Gordon H. Mutersbaugh 
(left), factory superintendent of The Glidden Co., Cleveland, 
Ohio, hands the first glass Victory Jar for paint off the fill- 
ing machine to Dwight P. Joyce, vice-president in charge of 
the paint division (right) for inspection while Philip L. Lotz, 
advertising manager, and Theodore J. Wiegand, sales man- 


ager, loo 


on. The standard Glidden label is the same design 


as that used on cans, but it has been changed in size to fit 


the new container. 





Company, | 
Mr. Smith has | 





NEW SALES MANAGER FOR 
PATENT CEREALS DEPT. 


Edward F. Becker has been 
appointed sales manager of the 
department of adhesives and 
cleaners of Patent Cereals Co., 
Geneva, N. Y., manufacturers of 





EDWARD F. BECKER 


dry paste, size, paint cleaner, 
brush cleaner, etc. He was for- 
merly a special sales representa- 
tive for the National Biscuit Co. 
Mr. Becker succeeded Charles R. 
Mellen, who has been commis- 
sioned a captain in the U. S. 
Army, Ordinance Department. 





250 ATTEND 30TH DINNER 
OF WESTCHESTER GROUP 


The 30th annual dinner-dance 
of the Westchester County 
Hardware Dealers Association, 
held June 24 in the main ball- 
room of the Hotel Gramatan, 
Bronxville, N. Y., attracted more 
than 250 
their ladies. 
the option of a shore or a steak 
dinner. S. H. Atkinson, R. J. 
Atkinson, Inc., Brooklyn, N. Y., 
president of the New York State 
Retail Hardware 
was introduced and made a few 


hardwaremen and 
Those present had 


Association, 
informal comments. He _ re- 
minded those present that whole- 
calers’ catalogs may be used as 
a basis for the price list re- 
quired under the General Maxi- 
mum Price Regulation. 

A committee comprised of: 
Harry P. Hoblin, Harry P. 
Hoblin, Inc., Bronxville; John 
Fix, Cornell Bros., Tuckahoe; 
Albert Wise, Wise Hardware 
Co., Pelham, and John Brewer, 
R. G. Brewer, Inc., Mamaro- 
neck, arranged and conducted 
the gathering. Officers are: Mr. 
Brewer, president; Mr. Fix, 
vice president; Walter L. Boese, 
Walter M. Baxter Co., Mamaro- 
neck, secretary, and Samuel L. 
Riley, Scarsdale, treasurer. 
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FROM WASHERS TO MACHINE GUN TRIPODS: The 


last of the “Duchess” washers comes down the assembly | 


track in the Appliance Manufacturing Co. plant, Alliance, 


Ohio. 


There will be no more for the duration. 


behind the last washer are the machine gun tripods which 
until final Victory, will flow in a steady stream along the 
same track to “Keep ‘Em Shooting.” The executives behind 
the washers are (from left to right): V. E. Dunn, general 


manager; K. J. Crider, factory manager, and F. W. McGrath, | 


sales manager. 





Mr. & Mrs. James B. 


Lord Celebrate 


Golden Wedding Anniversary 


At their home in Winchester, 
Mass., on Tuesday June 2, 
1942, Mr and Mrs. James B. 
Lord received the congratula- 
tions and best 
than 200 of their friends and 
neighbors in honor of their 50th 
wedding anniversary. Mr. Lord, 
president of the Boston Varnish 


Co., Boston, Mass., for many 
years and well known in _ na- 
tional paint association circles, 
received an abundance of good 
wishes from members of the 
trade. The home where the 
Lords received was prettily 


decorated and gay with flowers 
and a wealth of beautiful gifts. 
Mrs. C. F. Eberle and Mrs. 
Franklin J. Lane, daughters, as- 
sisted their parents in greeting 
the guests. 

Mr. and Mrs. Lord were mar- 
ried in Kennebunk, Maine, in 
1892 and in his early career, Mr. 
Lord served first as a salesman, 
finally rising to the office of 
president of the Carpenter Mor- 
ton Co. In 1899, with Harry 
A. Hall, he purchased the Boston 
Varnish Co., which under his 
direction, has progresesd sub- 
stantially through the years and 
today Kyanize products are 
recognized as one of the _ best- 
known lines in the industry. 

Mr. Lord has served as presi- 
dent of the old Varnish Manu- 


facturers Association, later 
merged with the N. P. O. 


JULY 9, 1942 


wishes of more’ 





Association where he _ subse- 
quently has assumed important 
regional posts in New England. 

Both Mr. and Mrs. Lord have 
been regular attendants at the 
National Conventions for a 
great many years and number a 
great many of the _ industry’s 
leaders among their close per- 
sonal friends. 

Mr. Lord has always been a 
prominent factor in the de- 
velopment of the industry, doing 
much to foster social as well as 
business interests. He and a 
group of associates formed the 
New England Paint and Oil 
Golf Club and he also served 
several terms as ‘president of the 
Paint and Oil Club of New En- 


gland where he is active at 
present and where his counsel 


is much in demand. 

Too well known in the hard- 
ware field to require any intro- 
duction, Mr. Lord has a host of 
friends in the trade, many of 
whom were on hand to pay 
tribute to him and Mrs. Lord 
on this occasion. ws 


ANDREW HOFFMAN, INC. 
CLOSES BUSINESS 


After 57 years of continuous 


operation, Andrew Hoffman, 
Inc., builders’ hardware  con- 
tractor, 5034-38 S. State St., 


Chicago, Ill., is discontinuing its 


V. | business. 


Immediately | 
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F. A. WHITNEY CARRIAGE CO. 


SAM FRANCISCO $66 LAKE SHORE DRIVE, CHICAGO 





RUDOLPH W. LORCH 


In the recent passing of Ru- 
dolph W. Lorch, 75, the National 
Brass Co., Grand Rapids, Mich., 
lost a highly respected man of 
high ideals who enjoyed a wide 
acquaintance in an extensive ter- 
ritory. He was the dean of the 





RUDOLPH W. LORCH 
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| 
| 1932 he bought a hardware busi- 
| ness at Canajoharie. 

Mr. Kidd was a director of the 
New York State Retail Hardware 
Association, a past president of 

| the Mohawk Valley Hardware 
Dealers’ Association, and a mem- 
ber of various local business 
| groups. He was also a director 
of the Canajoharie Building, Sav- 
ings, and Loan Association. Sur- 
include his widow, and 
three brothers. 


vivors 


THOMAS J. CARNEY 


Thomas J. Carney, 56, who 
| rose from temporary shipping 
clerk to the presidency of Sears. 
| Roebuck & Co., mail order and 
| chain store organization, died 
| June 29. He had been suffering 
| from a heart condition for five 


sales staff of the company of | months. 


which he had been a part since | 


1914, 

Mr. Lorch became ill late in 
May, while on the road in In- 
diana, and entered a_ hospital, 
where after two weeks he was 
presumed to be on the road to 
recovery. Members of his family | 
drove him to his home. On June | 
6, his 75th birthday, he went for | 
a drive with members of the | 
family preparatory to an _ eve- 
ning gathering in celebration of | 
his anniversary. Suddenly he be- | 
came ill and the following day | 
was removed to a hospital, where 
he succumbed on June 16 as the | 
result of a severe case of pneu- | 
monia and a threat infection. 

Mrs. Lorch, a son, a daughter | 
and his grandchildren survive. | 


H. G. SPANGLER 


H. G. Spangler, secretary an 


WALTER E. TIEMANN 


Walter E. Tiemann, president 
of the Tiemann Hdwe. & Supply 


Co., wholesale hardware firm of | 
St. Louis, Mo., passed away on | 


June 9. Mr. Tiemann left St. 
Louis on May 4 to attend the 
Mill Supply Convention at Atlan- 
tic City. While there he con- 
tracted an infection which re- 
sulted in lobar pneumonia, and 
due to the fact that he was gassed 
in the last war and had never 
fully recovered, his lungs could 
not stand the strain. 

Mr. Tiemann had only recently 
become president of the Tiemann 
company. He was elected to suc- 
ceed Otto E. Tiemann and was 
previously vice-president of the 
company. He had been associated 


| with the firm for more than 30 


years. 


treasurer of McKinney Manufac- | © 


turing Company, Pittsburgh, | 
passed away at his home in| 
Bellevue, May 5. He was active | 
and at his office until two days | 
before his death. He is survived 
by his widow, a daughter and | 
two sons, Captain H. A. Spang: | 
ler of the United States Army, | 
and J. W. Spangler, with Me- | 
Kinney Manufacturing Company. 


WILLIAM E. KIDD 


William E. Kidd, 52, prominent 
hardware merchant of Canajo- 
harie, N. Y., passed away June 
15. Mr. Kidd for a number of 
years resided in Oneonta, N. Y., 
where he was a traveling sales- 
man for a hardware firm. In | 
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WALTER E. TIEMANN 


JAMES A. CARROLL 


| James A. Carroll, a member of 
the former Simmons Hardware 
Co., St. Louis, for 58 years, passed 
away recently of heart disease in 
a St. Louis hospital. Mr. Carroll, 
a member of the HARDWARE AGE 
Fifty-Year Club, was 77. 

At the time of the purchase by 
The Shapleigh Hdwe. Co. of the 
Simmons organization, Mr. Car- 
| roll was advertising and catalog 
| director for Simmons. He had 
| been retained by Shapleigh. 
| Mr. Carroll was dean of all 
hardware jobber 





| 
| 
| 





oy 


JAMES A. CARROLL 


To him went the credit for the 
first hardware jobber’s catalog in 
which effort he started in 1889, 
although he had been with Sim- 
mons for seven years previous as 
office boy for the late E. C. Sim- 
mons. He had also been through 
the Simmons’ buying, stock and 
printing departments. 

He was a charter member and 
a member of the board of direc- 
tors of the St. Louis Advertising 
Club. 

Surviving are two daughters 
and two sons, James J. and War- 
ren Carroll. 


FRED A. LAMBERTON 


Fred A. Lamberton, 49, St. 
Louis, Mo., a hardware manufac- 
turers’ agent, who was well 
known to many hardware men, 
died recently following a heart 
attack suffered at his home. He 
had entered the hardware busi- 
ness as a boy and for the past 
12 years maintained his office in 
the Security Bldg., St. Louis. 
Prior to entering business for 
himself he had been with the 
former Simmons Hardware Co., 
for four years as sales promotion 





and advertising manager. 


catalog men. 








THOMAS F. PALFREY 


Thomas F. Palfrey, for more 
than 25 years, manager of the 
railway supply department of the 
Shapleigh Hdwe. Co., St. Louis, 
Mo., passed away June 16 at his 
home in that city. Prior to join- 
ing the Shapleigh organization, 





THOMAS F. PALFREY 


Mr. Palfrey had operated his own 
retail hardware business in Vin- 
cennes, Ind., for a similar period. 

Mr. Palfrey leaves his widow, 
a son Thomas, who is a professor 
at Northwestern University, and 
two daughters. 


HUGH AIKMAN 


Hugh Aikman, secretary and 
publicity manager of J. H. Wil- 
liams & Co., Buffalo, N. Y., manu- 
facturer of drop forgings and 
drop forge tools, passed away 
June 21. He was 72. 


JOHN W. BRAFFETT 
John W. Braffett, 49, retired 


general manager. of _ sales, 
Oliver Iron and Steel Corp., 
Pittsburgh, Pa., died at his 
home in Detroit, after more than 
a year’s retirement because of 
poor health. Mr. Braffett had 
also previously served as dis- 
trict manager of sales in the 
Detroit area. 





JOHN W. BRAFFETT 
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N. Y. HARDWAREMEN 
HOLD GOLF PARTY, 
JUNE 23 


Twenty-six members and 
guests participated in the golf 
outing of the Hardware Trade 
Association of New York held 
June 23 in the Hempstead Golf 
Club, West Hempstead, Long 
Island, N. Y. And the dinner 
and entertainment that evening 
drew a large crowd. Golf awards 
excepting the championship cup 
were in the form of defense 
stamps. R. W. Mueller, Minne- 
sota Mining & Mfg Co., was the 
championship cup winner having 
low net above par. Jack Per- 





kins, J. H. Williams & Co., was | 


member runner up. Low gross 
winners were A. P. Henricks, 
manufacturers’ agent, and Wil- 
liam Rave, Russell, 


in the manufacturer group was 
William Knowles, Eaton Mfg. Co. 
High gross card was that of Ed. 


Dugan, Thomas W. Kiley & Co., | 


Inc. 

The program was arranged by 
Roy C. Schmidt, Stanley Tools, 
as chairman of the entertainment 
committee and O. A. Lanchantin 
as golf chairman. 





1943 FATHERS’ DAY 
PLANNED FOR JUNE 20 


Because of marked success of 
the Father’s Day Council’s cam- 
paign for 1942 Father’s Day, the 
executive committee of the Na- 
tional Council for the Promotion 
of Father’s Day appropriated 
$50,000 for the 1943 event to be 
observed June 20 of next year. 
This sum is to be raised by sub- 
scription from manufacturers and 
retailers. It is estimated that 


- 


Burdsall & | 
Ward Bolt & Nut Co. Runner up 
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sales volume in connection with 
the event was 20 per cent better 
than in 1941. 

Newly elected officers of the 
council for the year are John 
Wyckoff Mettler, chairman; A. 
C.- Buckingham, president and 
Alvin Austin, executive director; 
I. Immerman, secretary and Wil- 
liam D. MeNeil, treasurer. 


HARDWARE MAN WINS 
DISPLAY PRIZE 


Luther Harbin of the Gads- 
den Hardware Co., Gadsden, 
Ala., was named winner of the 
all-expense-paid fishing trip to 
northern Minnesota in the na- 
tional window display contest 
conducted in conjunction with 
Fishermen’s Week, according to 
The Sporting Goods Dealer, 
sponsor of the competition. 





WESTINGHOUSE GETS 
MINUTE MAN FLAG 


Lili Damita, Hollywood film 
star, presented the U. S. Trea- 
sury Department’s Minute Man 
flag to the Lamp Division, West- 
inghouse Electric & Mfg. Co., at 
Bloomfield, N. J., during special 
ceremonies marking enrollment 
of more than 97 per cent of the 
plant’s several thousand workers 
in the purchase of War Bonds. 

Two men and two women em- 


ployees of the company accepted | 


the flag and a special honorary 
certificate in behalf of their fel- 
low workers during two lunch 
periods in the plant cafeteria. 
The flag shows a Minute Man 
and a circle of stars in white on 
a field of blue. It is awarded 
only to firms with better than 90 
per cent participation in volun- 
tary payroll deductions for bonds. 
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TO KEEP °"EM ROLLING: This makeshift, but effective 
contraption is the brain child of the Post Utilities Officer 


at Cochran Field in Macon, Ga. 


sity of mowing the post parade grounds with only one mower | 


When faced with the neces- 


he realized that no man could maintain a steady all-day pace 


behind the machine. He therefore set to work and hooked up | 


the mower and a cart which was not being used at the time 


by means of some pipe and two elbows. 


over the new arrangement was one Willie Wilder, captain 
and helmsman of the ingenious ‘go-cart.” 


JULY 9, 


1942 


Especially happy | 
































Your customers will find 
in Union Hardware Chisels and “Champion” Screwdrivers 
the right combination of rugged strength and precision 
craftsmanship that enables these tools to do good work 
despite long, hard use and severe extra duty assignments. 


The chisels are made of special steel, expertly tempered to hold an 
edge longer and to respond to repeated sharpenings. Available 
in standard blade widths, plain or bevel edge, plain or leather 
tipped hickory handles, in the following patterns: Socket Firmer, 
Cabinet, Pocket, Butt and Framer. 


“Champion” Screwdrivers have long been recognized for their 
exceptional strength which results from an* exclusive construction 
feature that positively prevents the blade from twisting loose in 
the handle. Offered in 5 styles—Regular, Cabinet, Machinist, Elec- 
trician and Special—and 25 blade lengths from the 11/2” Special 
to 30” Machinist. 


Count on the 78-year-old Union Hardware name to defend 
your name when the call is for chisels and screwdrivers 
that must serve dependably beyond the call of normal 
service. Ask your jobber for full particulars. 


EERE RE PRA SL 
HARDWARE COMPANY 


5. PAT. OFF 


ESTABLISHED 1854 


smol-4-11 \ich ko) (Motel <1 p 


NEW YORK OFFICE IS|I CHAMBERS STREET 
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PRIORITIES 

| AND WAR-TIME ORDERS 

CEILINGS ON CONSUMER SERVICES 
COVERED IN NEW REGULATION 


165 sets high- 
est prices charged during March, 


Regulation No. 


1942, as 


lists 


(Washington Bureau 
of HARDWARE AGE) 


All consumer services connect- 
ed with commodities have been 
placed under a separate ceiling 
with special provisions to meet 
the distinct price control prob- 
lems involved. In Maximum Price 
Regulation No. 165—Consumer 
Service, which became effective 
July 1, the price administrator 
set the highest prices charged 
lact March by each individual 
seller as a wartime ceiling over 
consumer While the 
prices of some so-called wholesale 
services are controlled by this 
new regulation, for the most part 


services. 


| 
| 


| 





it applies directly to services sold | 


at retail. 

“Consumer service” as defined 
by the Regulation means “any 
service when sold to an ultimate 
consumer other than an indus- 
trial or commercial user, whether 
sold directly or through any 
other person to such ultimate 
oonsumer, or integrated with fur- 
ther servicing when sold to the 





person with whom such ultimate | . ; 
| agencies authorized by WPB to 


consumer contracts.” The phrase 
“integrated with further servic- 
ing” brings within the scope of 
the new regulation such opera- 
tions as electric repairs done by 
a big shop on behalf of a num- 
ber of small independent retail 
electrical shops. 

Some consumer services cov- 
ered by the order and of interest 
to hardware dealers include: tin 
shop and plumbing shop repair 
work; repair of electrical appli- 
ances including radios; floor 
waxing and sanding; farm ma- 
chinery repair; harness repair; 
bicycle repair; lawnmower sharp- 
ening and repair; stove repair; 
locksmithing; gunsmithing. 

Household repairs of all kinds 
done by the “jeb” rather than by 
direct employment of the work- 
man, ase included. Thus, a con- 
tract for re-roefing a howe that 
named a price fer the entire job 


40 


ceiling prices. 


would be covered, whereas if the 
householder bought the roofing 


material and employed a roofer | 


to lay it, the repair would not 
come under the regulation. 
Services excluded from Regu- 


lation No. 165 are those excluded | 


by the definition of a “consumer 
service” in the regulation and 
those that are excluded by the 
definition of a “commodity” in 
the Emergency Price Control Act. 
The first class of exclusions takes 
in all services to an industrial or 
commercial user such as factory 
boiler repairs. 

The methods of establishing 


__— 


Price 
required by September. 


| maximum prices for consumer 
| services under the new Regulation 
are fundamentally the same as 
| those contained in the General 
| Maximum Price Regulation. As 
a result, each seller may have a 
different price for the identical 
| service simply because his high- 
|e:t March price differed from 
| that charged by his competitors. 
All sellers of consumer ser- 
| vices are required to keep exist- 
ing records relating to actual 
charged during March, 
1942 (both of completed trans- 
jarye and offering prices), as 





prices 


well as the pricing methods used. 


New “A” Ratings Assigned 
To Some War Orders 


New high ratings will soon be 
existing war 
Government 


assigned to some 
orders by those 
do so. 
war orders and for applying a 
new series of high preference rat- 
ings is made in Priorities Regu- 
lation No. 12 and by amendments 
to Priorities Regulations Nos. 1 
and 3. 

New ratings created are AAA, 
AA-1, 
will take preference over 
ratings. All 


A-l-a 


to AA-2. 

Ratings assigned under the 
provisions of Priorities Regula- 
tion No. 12 may be applied or 
extended to material which will 
be delivered to the person to 
whom the rating is assigned, in- 
cluding material purchased to 
restore inventories to a practical 
working minimum when these 
have been depleted to All re- 
rated orders. 


Provisions for re-rating | 


outstanding AA | 
ratings are automatically changed | 


| Companies operating 
ithe Production 
Plan are specifically authorized 
to apply or extend higher rat- 
| ings which may be assigned to 
| them in accordance with Regula- 
| tion No. 12, but are restricted in 
their use of such ratings to the 
quantities of materials already 





under | 
Requirements | 


authorized on their PRP certifi- 


cates. 


AA-2, etc., all of which | 


FLASHLIGHT MAKERS 
MAY USE UP IRON, 
STEEL INVENTORIES 


General Limitation Order L-7] 
has_ been permit 
flashlight manufacturers to use 
up inventories of plated iron and 
steel at a rate not exceeding 
their 1940 production. The 
original order, issued March 27, 
prohibited the nse of aluminum, 


amended to 


crude rubber, chromium, nickel, 
tin, brass or copper in flash- 
kights after March 31, 1942. 


In addition, each seller must 
prepare on or before Sept. 1, 
1942, and keep in his e-tablish- 
ment for examination by any per- 
son during ordinary business 
hours, a statement showing the 
highest prices he charged for 
consumer services supplied dur- 
ing March, 1942, for which 
prices were regularly quoted in 
that month; the pricing method, 
if any, which he regularly used 
during March, 1942, and all the 
customary allowances, discounts, 
and other price differentials. 

A duplicate of this statement 
must be filed on or before Sept. 
10, 1942, with the War Price and 
Rationing Board having jurisdic- 
tion over his area. 

Penalties for violations include 
fines of not more than $5,000 or 
one year’s imprisonment, or both; 
civil suits for treble damages 
(these suits may not be brought 
until July 31, 1942), and revoca- 
tion of the seller’s license for not 
more than 12 months. 

The Regulation automatically 
licenses, effective July 1, all sell- 
ers covered by it. 


This new amendment permits 
use of these materials if they 
were plated on steel prior to 
March 31, 1942, and provided 
such plated steel was in the 
possession of the manufacturer 
or his supplier prior to March 
31. 

The original order also pro- 
hibited the use of iron and 
steel in flashlights and batteries 
after May 31, 1942, except in 
reflectors, contact fittings, bat- 
tery top battery under 
jackets, eyelets, rivets and caps 
and end ferrules. Now, the 
amendment permits the use in 
flashlight cases and batteries of 
iron and _ steel 


seals, 


which was in 
fabricated form and in the pos- 
session of manufacturers or 
their suppliers prior to April 1, 
1942. 
ceed the rate of production in 
1940. 

Relaxations permitted in the 
amendment are subject to pre- 
metal 


Such use may not ex- 


issued 


viously conserva- 
tion orders. Under General 
Conservation Order M-126 no 


iron or steel may be used in 
flashlight tubes after August 3, 
1942. 
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OPA Adjusts Price 


Posting Requirements 


To eliminate any conflict .or 
overlapping between the General 
Maximum Price Regulation and 
separate price regulations on the 
posting of ceiling prices on cost- 
of-living commodities, Supple- 
mentary Order No. 6 adjusts the 
posting requirements of eight 
commodity price regulations. 

Five maximum price regula- 
tions require the seller to display 
ceiling prices with a sign or 
placard at the place of sale. Such 
posting has also been allowed by 
the General Maximum Price 
Regulation but the over-all regu- 
lation has required the use of 
specific language not called for 
in the particular commodity 
regulations. The General Maxi- 
mum Price Regulation has also 
aHowed marking the price on 
the commodity or its container. | 

The Supplementary Order now | 
gives sellers whose ceilings are 
set under Maximum Price Regu- | 
lation No. 63 on retail prices for 
new tires and tubes; No. 66 on 
retreaded and recapped rubber 
tires, the retreading and recap- 
ping of rubber tires, and basic 
tire carcasses; No. 107 on used | 
tires and tubes; and No. 110 
on resale of new _ household | 
mechanical refrigerators the op- | 


tion of continuing the type of 


posting set forth in the par- | 


ticular commodity price regula- 
tion or of using any of the 
posting methods permitted under 
the General Maximum Price 
Regulation. 

The provisions for the display 
of maximum prices set forth in 
Regulation No. 111 on new house- 
hold vacuum cleaners, and in 
Regulation No. 139 on used 
household mechanical refrigera- 
tors are left as the only meth- 


ods and no options are provided. | 


The price regulation for 
vacuum cleaners requires that 
labels be attached to each ma- 
chine showing the maximum 
price. This requirement is con- 
tinued because the machines are 
frequently demonstrated and sold 
away from a business establish- 
ment and to post ceiling prices 
only at the place of business 
obviously would be inadequate. 


Since uzed refrigerators differ | 
widely as to maximum price, the 
method of showing ceiling prices | 


by a label attached to each ma- 
chine has been left the exclusive 
means of meeting the posting re- 
quirement for this cost-of-living 
commodity. 


Use Of Copper Barred In ; 
Water Supply Systems 


In an interpretation of Copper | 
Conservation Order M-9-c, the | 
WPB Director of Industry Ope- 
rations on June 15 prohibited the 
use of copper and copper alloys 
in the manufacture of pipes and 
fittings for use in water supply 
and distribution systems, except 
corporation cocks and curb stops. | 
M-9-c provides that copper can- 


not be used where any less scarce 
material is an acceptable substi- | 


_— 


Order L-72 Governing 


tute. Iron and steel may be used 
satisfactorily for pipes and _ fit- 


| tings, according to WPB, hence 
| copper and copper alloys cannot 


be used for these purposes. 

The interpretation does not 
apply to plumbing fixtures in 
buildings, in which the use of 
copper is already specifically pro- 
hibited by Order M-9-c, nor does 


it apply to water meters. 


Production 


of Razors and Blades Extended 


General Limitation Order L-72, | 
governing the production of 
razers and blades, has been ex- 
tended from June 23 to July 31, 
1942, under Amendment No. 1| 
to the order. Thus safety razors | 
will continue to be produced at | 
70 per cent of their rate of pro- | 
duction in 1940. Razor blades | 
and straight razors will be manu- | 


JULY 9, 1942 


factured at 100 per cent of their 
rate of production in 1940. 
Under L-72-a, safety razors in 
the hands of manufacturers and 
jobbers were frozer, with de- 
livery permitted only to the 
Army and Navy. The freeze 
order will apply as well to razors 


produced during the extenston. | 
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As pump men know, the Cylinder, and particularly the 
lower valve, is the vital part of any Hand Pump. They know 
that valve failure means going without water until after the 
pump can be pulled. 

MYERS GLASS VALVE SEAT with rubber faced valve pre- 
vents this common source of pump failure. The “GLASS Valve 
Seat (exclusive with Myers) does not rust or corrode or accumu- 
late vitreous substances common to all other valves. Frees 
itself readily from sand. 

MYERS GLASS VALVE SEAT Cylinders are standard equip- 
ment on-Myers Hand and Windmill Pumps and are supplied 
in all standard sizes for repairing and servicing pumps of any 
manufacture. 

For complete customer satisfaction sell MYERS GLASS 
VALVE SEAT Cylinders. Complete Hand and Windmill Pump 
Catalog on request. 

*Not An Essential War Material 





PUMPS: WATER SYST - SPRAYERS ‘HAY TOOLS - DOOR HANGERS 


THE F. E.MYERS & BRO. CO. 


LAND. OHIO. 
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OPA Clarifies Tax 
Collection Procedure 


Amendment No. 7 to the Gen- | 
eral Maximum Price Regulation | 
effective on June 25, 1942, re- | 
writes the section of federal | 
and state taxes to make clear | 
that a seller is required to ab- | 
sorb a tax only if, during March, 
1942, the base pricing-period, 
he paid the tax and did not pass | 
it on when reselling the article | 
on which he had paid the tax. | 

This permits a | 
seller who absorbed a tax in 
March to pass on an increase in | 


section also 





a tax effective after March pro- 
vided the amount of the increase 
is separately stated from the 
selling price and provided the 
tax law or ordinance does not 
prohibit the tax from being 
passed on. 

The taxes included are ex- 
cise, sales, gross proceeds, gross 
receipts, and _ similar levies, 
whether the seller paid them di- 
rectly to the taxing authorities 
or to a prior seller who passed 
the tax on to him. 


Gages, Measuring Tools, Chucks 
Confined To Rated Sales 


Distribution of gages, precision 
measuring tools, testing instru- 
ments and chucks was brought | 
under stricter control with the | 
issuance of General Preference | 
Order E-5. 

Under the order no gage, pre- | 
cision measuring tool or testing 
instrument, may be sold except 
pursuant to a rating of A-10 or| 
higher. Also certain specific | 
types of gages, tools and instru- 
ments costing more than $200} 
may not be purchased, except | 
pursuant to a rating assigned to | 
a purchaser by a preference rat- | 
ing certificate or preference rat- | 
ing order of the P-19 series. 





Curb on Manafacturers’ and Jobbers’ 


Sales of Safety Razors Lifted | 


Restrictions on the sale of 
safety razors by manufacturers 
and jobbers were removed June 
29 by WPB. Freezing orders on 
such sales had been imposed 
May 22 to enable the Army and 
Navy to obtain a sufficient sup- 
ply. 


WORK GLOVES FLANNEL 
SIMPLIFIED PRACTICE 


Printed copies of Simplified 
Practice Recommendation R186- 
42, Cotton Canton Flannels (Un- 
bleached) for Work Gloves are 
now available according to an 
announcement of the Division of 
Simplified Practice, National 
Bureau of Standards. 

This recommendation, 
oped in cooperation with the in- 
dustry, if generally adhered to, 
will result in a reduction in va- 


devel- 


riety from 18 to 9 weights ind 





constructions for cotton canton 


42 


The order also provides that 
no chuck may be sold except 
pursuant to a rating of A-10 or 
higher. 

Producers’ present delivery 
schedules for gages, precision 
measuring tools, testing instru- 
ments and chucks should be 
maintained for 30 days without 
change. Thereafter purchase 
orders are to be scheduled ac- 
cording to the terms of the order 
issued today. 

General Preference Rating 
Order E-l-a, revised, which for- 
merly controlled the distribution 
of gages and chucks, wes revoked 


| and replaced by E-5. 


WPB expects that additional 
stocks of safety razors, produced 
from substitute 
be available to provide for all 
military requirements after Aug. 
1. An adequate supply also will 
be available for civilian needs. 


flannels used in the manufacture 
of work gloves. All weights 
lighter than six ounces per linear 
yard in 34-in. widths have been 
eliminated and all fractional 
weights have also been dropped. 

This simplified practice recom- 
mendation is effective from April 
1, 1942, for new production. 





materials, will | 


Copies may be obtained from the 


Superintendent of Documents, 

Government Printing Office, 

Washington, D. C., for 5 cents 

each. 

ADDITIONAL PRODUCTS 
EXEMPT FROM L-63 


Exemption No. 5 to Suppliers’ 
Inventory Limitation Order L-63 
exempts from the provisions of 
the Order the following types of 
materials: Portland and natural 
cement, lime, gypsum and gyp- 
sum products, bituminous roofing 
materials, concrete pipe,” cut 
stone, clay products, insulation 
board, acoustical materials, mine- 
ral wool, paving materials, con- 
crete products, glass, lumber, 
wooden mill work, sand and 
gravel, and crushed stone. 

In view of this, it is not neces- 
sary for suppliers to include 
these materials in determining 
their sales and inventory figures 
under L-63. 


BOOKLET DESCRIBES 
FUNCTIONS OF 
WAR AGENCIES 


An “OEM Handbook,” describ- 
ing the functions and organiza- 
tion of the war agencies within 
the Office for Emergency Man- 
agement, has been issued. 

The 72-page booklet describes 
in detail the organization of the 


War Production Board, the Office 





of Price Administration and the 


10 Military Items Exempted 


other constituent agencies of the 
OEM. Personnel is listed in most 
cases down to the branch level 
in each agency. Included are 
organization charts of the WPB 
and the Bureau of Industry 
Branches of WPB Division of In- 
dustry Operations. 

Copies of the booklet are avail- 
able in room 1501, New Social 
Security Building and from the 
Superintendent of Documents, 
Washington, D. C., and at OEM 
field offices. 

PD-25G REPORTS 
ELIMINATED 


Special reports on Form PD- 
25G will not be required from 
companies operating under the 
Production Requirements Plan 
after the next report. Form PD- 
25G has been used for monthly 
reports of extensions of AA 
ratings and ratings for “as re- 
quired” items by companies 
using PRP. 

Under the terms of Priorities 
Regulations No. 11, issued June 
10, no company which obtains 
priority assistance under the 
Production Requirements Plan 
may apply or extend any other 
preference ratings after July 1. 
This eliminates the permission 
previously granted to extend AA 
ratings and ratings for “as re- 
quired” items. The use of Form 
PD-25G will, therefore, no longer 
be necessary after the report for 
the month of June. 


From Gen. Price Ceiling 


(Washington Bureau 
of HARDWARE AGB) 


OPA has excluded 10 classifi- 
cations of military equipment, 
ranging from ski stoves to para- 
troops’ knives, from provisions 
of price control regulations until 
Jan. 1, 1943, whence sales of 
these essential items are made to 
Federal war procurement agen- 
cies. This action conformed with 
OPA decision affecting special 
military equipment where excep- 
tions have been granted in some 
particular instances to facilitate 
production and procurement. 
Decisions of this kind are made 
because of the urgency of pro- 
ducing the affected items and | 
difficulties in determination of | 
maximum prices. 

Items exempted are: 





PRIORITIES 


AND WAR-TIME ORDERS. 


1. The following ski troop 
equipment: carabiners, ice axes, 
pitons, ski bindings, ski poles, 
ski wax, mountain and ski gog- 
gles; 


2. Mountain and_ ski _ stoves 
(gasoline, one burner) ; 

3. Field ranges, model-1937 
(Quartermaster Corps); spare 


parts therefore, Class A; acces- 
sories therefore, parts 222, 223, 
224, 225, 226, 227, 228, 229, 230, 
as listed in instructions for 
operation and care of Gasoline 
Field Range, model-1937 (Quar- 
termaster Corps) ; 

4. Canteens, canteen cups, and 
meat cans, model M-1942 (Quar- 
termaster Corps) ; 

5. Helmet liners, model M-l 
(Quartermaster Corps) ; 

6. Wire cutter, model M-1938 
(Quartermaster Corps) ; 

7. Identification tags, model 
M-1940 (Quartermaster Corps) ; 

8. Metal insignia, cap and col- 
lar (for enlisted men) ; 

9. Paratroop knives; 

10. United States Army field 
rations C, D, and K. 
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WPB To Start Auditing Records of Mfrs. 
Operating Under PRP July 1st. 


Continuous audit of a large | requires that all manufacturing 
segment of American industry | users of metals in excess of 
will be inaugurated by the War | $5,000.00 worth per calendar 
Production Board on July 1,| quarter file PRP applications 
when the Compliance Branch} not later than June 30. 
will commence successive sur- WPB’s Compliance Branch has 


enlisted the aid of the field in- 
vestigation staff of the Wage and 
Hour Division of the Depart- 
ment of Labor in its program. 
Field work will be directed by 


veys of the records of manufac- 
turers operating under the Pro- 
duction Requirements Plan. 
First to have their operations 
checked over will be those firms 


now operating under PRP. the eight regional compliance 
Some 9,000 companies have | chiefs, and accountants reports 
elected to take advantage of! of audits will be reviewed by 


PRP since the establishment last 
December of this over-all method 
of extending priority assistance. 
Beginning July 1, it is expected 
that this number will at least 
be doubled as a result of the 
mandatory provisions of Priori- 
ties Regulation No. 11 which 


analysts on their staffs. 

Cases of apparent violation of 
PRP regulations will be referred 
to field investigators, for further 
scrutiny of the circumstances. 
Criminal prosecution may be 
instituted against priorities vio- 
lators. 





New Priorities Branch To Handle 


Appeals for Relief from M-126 


Appeals by manufacturers for | tions to conservation and limita- 
relief from restrictions imposed | tion orders. 

by General Conservation Order For the time being, the Ap- 
M-126, which banned the use of | peals Branch will consider only 
iron and steel in the production | requests from firms affected by 
of hundreds of common civilian | M-126. Later, it will take over 
articles, will now be passed upon | the handling of appeals from 
by a new Appeals Branch, set up | manufacturers covered by other 
within the Bureau of Priorities | conservation and limitation or- 
to handle all requests for excep- 








ders. 





Distributors Purchases Subject to 


Uniform Classification—Reg. No. 10. | 


Amendment No. 1 to Priori-| er), but will not be required to 
ties Regulation No. 10 makes it | indicate any allotment classifica- 
applicable for the first time to| tion symbol when the material 
purchases by distributors who | or product is to be, resold to re- 
buy for resale to retailers. Under | tailers. ° 
the Regulation as originally is- The amendment also permits 
sued, sales to distributors for re- | the omission of any symbols on 
sale to retailers were not cover-| single purchase orders covering 
ed. Under the amendment dis-| items sold at an aggregate price 
tributors will have to place on| of $15 or less and on any pur- 
their purchase orders the sym-| chase orders covering sales to or 
bols “DP” (Domestic Purchas- | by retailers. 





The General Maximum Price Regulation 


HARDWARE AGE has secured a supply of Bulletin No. 2 
describing in simple, understandable language the various 
things retailers are required to do under the General Maxi- 
mum Price Regulation. This Bulletin explains in detail the 
steps for arriving at your ceiling prices; how to prepare your 
statement of ceiling prices and the statement of “cost-of-living 
commodity” ceiling prices; illustrations of how to post those 
prices; a complete list of the “cost-of-living commodities”; 
records dealers are required to keep; how to make appeals, 
and other pertinent information. 

Dealers may obtain a copy of Bulletin No. 2 by addressing 
a request to the HARDWARE AGE Editorial Department, 100 
E. 42nd St., New York City. Please enclose a three-cent stamp 
with your letter to cover the cost of mailing and handling. 
Requests will be filled as long as our supply lasts. 
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This potent “Metal Cutting Book Mer- 
chandiser” promotion will build your store traffic, give you 
extra opportunities daily to sell STAR Hack Saw Blades 
and Frames and other merchandise you have on display. 
Already, many thousands of these valuable books have 
moved out over hardware counters, and now, with recently 
increased national advertising to build demand, they’re 
going still faster. 

Start cashing in on this promotion yourself. No investment 
needed. Just write us or ask your jobber for as many free 
merchandisers as you need—each one a complete unit of 
display and twelve books. You make 60c—all net—on 
every deal. ; 


CLEMSON BROS: 


MIDDLETOWN + NEW YORK 


Co 








QUESTIONS AND ANSWERS ON L-79 
RESTRICTING SALES OF PLUMBING 
AND HEATING EQUIPMENT 


Explanations of General Limi- | 


Order L-79 (Plumbing 
Heating Equipment) as 
amended on May 23, 1942, 
relax some of the restrictions of 
the original order 
porated in the questions 
answers listed below. These 
prepared by the Plumbing 
Heating Branch of WPB. 
0 


sold 


tation 
and 


are incor- 
and 
were 
and 


without preference rating 
to the fact that the metal 
content is less than 50 per cent. 
A non-metallic toilet tank, lava- 
tory, sink, tub laundry tray 
all complete with metal fittings? 

A—No. Metal fixture fittings 
and trim are specifically _re- 
stricted by the order. However, 
are not restricted if sold 
without metal fittings. 

Q—Are the 
stricted by the 
Order: Chicken brooders: 
tanks; well casing; 
flue pipe, air ducts and fittings; 


due 


or 


they 


follow'ng items re- 
definitions of the 
septic 


breeching, 


to | 


Q—lIs a “fireplace heater” con- 
strued to be a_ space heater | 
within the intent of the Order? 

A—Yes. 

Q—lIs a plumber or contractor | 
construed to be an ultimate con- 
sumer? 

A—No. 

Q—Is damaged or defective 


| new equipment considered to be 


May the following items be | 
) 5 


steel pipe; and toilet seats com- | 


tank 


torage 


plete with hinges, water 

other than hot water 

tanks and range boilers? 
A—No. 


Q—Are salvaged or damaged 
new materials; coffee makers, 
deep fat friers, hot plates and 


cooking grills of types used in 
or connected to gas or steam re- 
stricted by the definitions of the 


Order? 

A—Yes. 

Q—Are obsolete fixtures re- 
stricted by the Order? 

4—Yes, if new. 

Q—Are circulatifig heaters or 


other space heaters restricted by 
the definitions of the Order? 

A—Yes, to the extent provided 
by paragraph (a) (2) of 
the Order. 

Q—May a combination gas and 
coal range be sold if it is not to 
be connected to gas supply? 

A—No. It is a “type used 
or connected to” gas. 


(yv) 


in 


| equipment, 





“used?” 
A—No. 
rial. 
Q—May the materials covered 
by the definitions be sold at pub- 
lie 


It is still new mate- 


auction? 
4—Yes, if a person 
other than an ultimate consumer. 
Q—May a manufacturer sell 
new metal plumbing equipment, 
or new metal heating equipment, 
both, to a wholesaler without 
an A-10 or better rating? 
4—Yes. He may sell without 
restriction to anyone except an 
consumer. 


sold to 


ultimate 

Q-—May a wholesaler or jobber 
cell new metal plumbing equip- 
ment, or new. metal heating 


without an A-10 or better rating? 

A—Yes, he may without 
restriction to anyone except 
ultimate consumer. 


sell 
an 


Q—May a person replace an 
existing oil fired furnace or 
boiler, with a coal burning fur- 


nace or boiler, or add a separate 
unit under paragraph (b) 
A—-No. This paragraph cov- 
ers only parts for conversion. 
Q—May new plumbing equip- 
ment and new heating equipment 
be installed under paragraph (b) 
(6) without a rating if there 
no such equipment available cur- 
rently in the building? 
A—This exception applies only 
to cooking stoves, heating stoves, 
and water heaters, and is limited 
to a place of residence. The 


Is 


| customer must sign the certificate 


specified in Order  L-79 


amended. 


as 








or both, to a retailer | 


(8) ? | 





Q—May a restaurant obtain a 
range, water heater or space 
heater under paragraph (b) (6) ? 

A—No, as a restaurant is not 
a residence. 

Q—May a person install a gas 
automatic water heater under 
paragraph (b) (6) or paragraph 
(b) (8) to replace, or add to, 
an existing oil fired summer- 
winter hookup, water heating 
equipment? 

A—No, except in the case 
where the oil-fired summer-win- 
ter hookup has been converted to 
burn coal, thus rendering the 
summer-winter hookup impracti- 


cable. In this case, he may install 
a separate water heater under 
paragraph (b) (6). 

Q—Are demonstrator items 
classed as used? 

A—No. 

Q—When a dealer desires to 
conduct a cooking school at a 
location other than his ware- 


house or place of business, may 
he deliver the equipment neces- 
sary for the purpose? 

A—Yes. He is delivering to 
himself and not to an ultimate 
consumer. 

Q—May a delivery to an ulti- 
mate consumer for the purpose 
of trial installation be made 
without restriction? 

A—No. 

Q—May metal plumbing equip- 
ment as defined in L-79 be 
despite Conservation Order M- 
126? 

A—Yes. The restriction in 
M-126 applies to the incorpora- 
tion of iron and steel in newly 
manufactured items, not to the 
sale of such materials. 

Q—Does L-79 restrict the sale 
of water pumps? 

A—Only the sale of circulating 
pumps, vacuum pumps, and con- 
densation pumps for use in con- 
nection with heating systems is 
restricted. 

Q —Is the 


sale of a gas burn- 





sold | 


| 
| 





ing warm air furnace restricted? 
A—No. Only coal or o'l burn- 

ing furnaces are restricted. 
Q—Is the retailer required to 

extend toward the manufacturer 


the certifications outlined under 
paragraph (b) (4), (5), (6)? 
A—No. The person receiving 


the certification should preserve 
it in his file. 

Q—A person has an oil fired 
water heater in his residence, 
but because of the oil shortage 
is unable to secure further sup- 
ply of oil for same. May he 
purchase a gas water heater by 
using the certification shown in 
paragraph (b) (6)? 

A—Yes. 

Q—Paragraph (g) 
that a person may appeal for 
relief from the terms of the 
Order. What forms are neces- 
sary for this purpose? 

A—There is no specific form 
to be used. The Order states 
“may apply for relief by address- 
ing a letter to the WPB.” How- 
ever, this letter should contain 
all of the following information: 
Name and address of the person 
desiring to purchase, name and 
address of the person from whom 


provided 


the equipment will be bought, 
the items to be bought, and the 


reasons why the appellant feels 
he is entitled to relief. 

Q—Are unit heaters including 
gas unit heaters construed to be 
space heaters under the terms of 
the Order? 


A—No. 

Q—Is the sale of coal burning 
boilers and coal burning fur- 
naces restricted? 

A—Yes. 


RESTRICTIONS SET 
FOR TIN CAN USE 


Manufacture or use of tin cans 
for various chemicals, paints, and 
spec‘al products is prohibited by 
a WPB Order issued effective 
immediately. Included under 
the ban were virtually all paint 
and related products except shel- 
lac, lacquers and varnish remov- 
ers; alcohol,-various. cements, fly 
spray, dry cleaners, turpentine 
and glycerine, liquid soap, glues 
and paste, and polish. 

After Oct. WPB directed, 
tin cans cannot be used for lard. 














MERICAN CHAIN : 
baled and Welbdlless. 


AMERICAN CHAIN & aa ee COMPANY, Inc., BRIDGEPORT, CONNECTICUT 
_ AMERICAN CHAIN DIVISION, YORK, PENNSYLVANIA 
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1? ’ s Boosters Club. who brought a brief 
> Texas Wholesalers Hold 47th rien a” on sila 


Under the title of “Stop or Go,” 


bes Annual Convention Mr. Marshall outlined the effect of 


the war on business operations, 





uae telling how the hardware people can 

és TTENDANCE was good at the ca ey and must conform to war operation 

ve 47th annual convention of the ms requirements. He predicted the ex- 
Texas Wholesale Hardware Asso- —— tension of rationing to many fields 

ed ciation, held in Galveston June 12 _— and urged his hearers to be pre- 

re, and 13. The attitude of those in 4 pared for many sacrifices as the war 

ge attendance was somewhat more seri- - progresses. 

1p- ous than in the past, and there was — After adjournment of the joint 

he a full realization that war-time con- meeting, the Boosters held their an- 

by ditions prevail though business must nual gathering, presided over by Mr. 

= be carried on. Members of the Buck. This meeting included re- 
Texas Hardware Boosters Club held ports from committees and the elec- 
their seventh annual gathering in tion of new officers. 

ed conjunction with the wholesalers’ canal a ; 

= : "xecutive sessions were held by 

he meeting. the wholesalers on Friday afternoon 

nia The convention opened with a and Saturday morning. ‘At the Fri- 
meeting on the 12th of wholesalers, day meeting there were discussions 

‘m Boosters, other factory men and of matters of interest to the whole- 

es way” _ ee presided salers, led by members, with gen- 

Ss over by President N. F. Van Hoog- eral discussion following each talk. 

ri enhuyze of the wholesalers, the Es ae On Saturday mecning Whee were 

“9 principal speaker being George K. veston Chamber of Commerce. An- further discussions of timely sub- 

m Marshall, Galveston automobile other speaker at this session was jects. in addition to reports of com- 

*" dealer, who is president of the Gal- Fred C. Buck, president of the (Continued on page 51) 

ym 

ht, : ne 

he 

” ~ Florence and Florence Dealers can with important war work. We know 

- well be proud of the millions of | our dealers share our pride that 


be 4 homes they have equipped with through the volume sales they helped 
of ome Front modern ranges for various fuels and develop, Florence is now able to pro- 
efficient oil-burning heaters. These duce war materials in the American 
homes can count on satisfactory serv- mass production way. 
ey df: rm * ice from their heating and cooking 
loaas allon equipment for the duration. 

x And for new homes and vital re- 
placements, Florence Heaters and 
Ranges are still available! 

Meanwhile, Florence carries on 





af. 
x 
“All-out” for Victory 

Florence’s capital, men, man- 
agement and resources—a $30- 
000,000 production capacity! 
—are rapidly being converted 
entirely to important warwork! 
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Top Quality for 70 Years 


" —— - FLORENCE RANGES 


OIL HEATERS 


Pot-type * Cabinet « Sleeve-type * Driven-Aire « Circulating « Radiant . 


FLORENCE STOVE COMPANY: Gardner, Massachusetts; Kankakee, Illinois; 1458-59 Merchandise Mart, Chicago; 45 E. 17th Street, 
New York; 53 Alabama Street, S.W., Atlanta; 301 N. Market St., Dallas. 
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——STANLEY HARDWAREWW 
for Rolling and Sliding Doors 
FOR DOORS weighing up to 350 pounds 





FOR DOORS weighing up to 1000 pounds 


mb; 





Stanley Hardware Catalog No. 61 de- 
scribes the full line. Send for a copy. The 
Stanley Works, New Britain, Connecticut. 


ISTANLEY} 


TRADE MARK 


FOR CAREFREE DOORS 
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TE-CO RUBBER BELTING 


SQUARE EDGE SEAMLESS 
THIS RACK FURNISHED WITH A SMALL STOCK OF 
TE-CO RUBBER BELTING WILL SERVE YOUR CUSTOMERS 
SUGGESTED SIZES FOR YOUR STOCK 

50 to 75 Ft. 1/2" 3 Ply 75 to 100 Ft. 4" 4 Ply 

50 to 75 Ft. 2" 3 Ply 75 to 100 Ft. 5" 4 Ply 

50 to 75 Ft. 2i/2" 3 Ply 75 to 100 Ft. 6" 4 Ply 

75 to 100 Ft. 3" 4 Ply PRICES ON REQUEST 


Larger Belt Racks for Larger Stocks 
Put in a Stock of This High Grade Rubber Belting and 
See Your Belting Business Grow 


TE-CO RUBBER BELTING 


FOR 
HAMMER MILLS 
TRACTOR 


















BELT REPAIR SERVICE 


Conservation of belting has been our specialty 
for more than 40 years. We repair rubber, 
leather and stitched canvas belting — make 
endless laps, sew tears or ply separations, so 
belts will give much additional service. 
"Rockwood" Drive Pulleys—V Belts and Sheaves 
Belt Hooks, Etc., Also 

. ee A FULL LINE OF POWER TRANSMISSION 
aa EQUIPMENT. 


TEUSCHER PULLEY AND BELTING CO. 
801-803-805 N. 2D ST. LOUIS, MO. 


"'The Test of Time Since '99"" 
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JOHN GERSHOM HAM- 
BLEN, head of Wales & 
Hamblen Co., Bridgton, 
Maine, is 84 years of age and 
has been in the hardware busi- 
ness for the past 60 years. Mr. 
Hamblen was born in Lovell, 
Maine, on January 11, 1858. 
He was educated in the local 
town schools and also attended 
Fryeburg Academy, following 
which he taught school and 
also engaged in farming and 
lumbering. In November, 1882, 
he entered the employ of the 
Bridgton hardware firm of 
Chandler & Wells. From 1888 
to 1890 he was with the ship- 
ping firm of Phinner & Jack- 
son of Portland, Maine, and traveled in northern Vermont 
and New Hampshire for the hardware firm of Smith, Tib- 
bets & Co. Returning to Bridgton in 1891, he purchased 
the interest of Mr. Chandler and formed the firm of Wells 
& Hamblen. The firm name was changed to its present 
title and was incorporated in 1894. Mr. Wells died in 
1894 and Mr. Hamblen has since been the directing head 
of the business. He consistently pioneered new lines and 
built up a sales volume which doubled in 1917 and 
quadrupled in 1927. In 1890 he was married to Miss 
Mary Abbie Wingate of Cherryfield, Maine. Their two 
children are Maurice W. Hamblen of Bridgton and Mar- 
garet P. (Mrs. Joseph Snell) of Lowell, Mass. 





JOHN G. HAMBLEN 


HARDWARE AGE 

















H. W. CUSHING, Mount 
Morris, Ill., who travels for the 
Supplee-Biddle Hardware Co. 
and is special representative 
for Pennsylvania Lawn Mower 
Works, is 79 years of age and 
has been in the hardware 
business for over 60 years. 
Born on Sept. 1, 1862, Mr. 
Cushing entered the hardware 
business as a clerk in Mount 
Morris in 1878. He has been 
selling on the road in the same 
Illinois territory for the past 
59 years. He originally work- 

H. W. CUSHING ed out of Chicago until he be- 
came identified with the Sup- 
plee-Biddle organization about 50 years ago. He is still 
with the same company although last year he discontinued 
selling hardware and is now concentrating entirely on 
Pennsylvania lawn mowers. He states that he has always 
been with a firm that sold this product and is still at it. 
Mr. Cushing has never held public office. His principal 
hobbies are hunting and fishing. 























Easily Applied — 
Non-Shrinkable 


The product of the hour! In big demand for filling cracks in doors, 
panels, furniture and floors; for setting casters, making loose screws 
| and fixtures tight; for patching plaster walls, filling nail holes, glaz- 





ing windows—to mention just a few uses. Simply mix with water 
to paste consistency—when dry it’s hard as wood. Extra quality, 
extra value, extra long profit! Available in % Ib., 1 Ib., 5 lb. and 
35 Ib. sizes. 


THE SHEFFIELD BRONZE POWDER & STENCIL CO. 
CLEVELAND, OHIO WH Shemeta” Past ‘Kelters. 


So aa OL LL OD SIRES ON ORE SAI PFs 


T. M. GALLAVIN, for- 
mer vice-president and sales 
manager of E. C. Stearns & 
Co., Syracuse, N. Y., and now 
retired, is 72 years of age and 
spent over 60 years in the 
hardware business. Mr. Gal- 
lavin began in January 2, 
1881, when he became an of- 
fice boy fer E. C. Stearns & 
Co. He progressed to the posi- 
tion of traveler for the firm 
and was its vice-president and 
sales manager for 20 years. 
During the period he was with 
the Stearns organization he 
covered all of the principal 
cities of the United States and T. M. GALLAVIN 
Canada. He also spent several 
years as manufacturers’ agent. He was married to Miss 
Dorena Kelley who passed away on June 6, 1914. During 
the First World War, Mr. Gallavin served as a dollar-a- Other Puritan Products: { 
year man. His chief hobbies are fishing and baseball. SASH CORDS CLOTHES LINE ; 
COTTON PLOW LINE BRAIDED .COTTON ROPE 
TWISTED COTTON ROPE BRAIDED AWNING CORD 





} 


PURITAN | 


* SASH CORD« | 








TILLER ROPE @ WIRE CENTER $ 
WILLIAM H. GISSAL, manager BELL CORD @ COTTON CENTER $ 
and purchasing agent of the H. K. | BELL CORD @ BRONZE WIRE CENTER 


Johnston Hardware Co., Alton, IIl., is BELL CORD @ GALVANIZED WIRE CENTER 


4 
5 
y 
66 years of age and has been in the x 
hardware business for a full half cen- | PURITAN CORDAGE MILLS, INC. ‘ 
tury. Born Dec. 19, 1875, Mr. Gissal | LOUISVILLE, KENTUCKY ‘ 
entered the employ of the Johnston y 
organization on Feb. 29, 1892, and | 
has been with it ever since. It is said 
that since he first became identified 
with the company he has never had_ | 
any deductions from his salary be- % 
cause of lost time. He has always pPURITA 
W. H. GISSAL been “on the job.” Mr. Gissal has > 
never held public office. His hobby, 
he states, was volley ball “in years gone by.” 
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August—Feature Gift Goods and 


EK, ERY hardware 


dealer is adding new lines where- 
ever it is practical. Many of these 
lines are entirely new with this 
group of retailers. Therefore, an 
aggressive promotion program is 
needed if hardware stores are to 
be known as headquarters for 
this type of merchandise. Plan 
selling programs on new lines 
carefully and then carry them out 
aggressively. This is the only 
way in which the business will be 
able to secure the new sales vol- 


ume which is so essential to its 
future success. 

Glassware and Dinnerware 

These items are lines which 
have been added by many hard- 
ware dealers who have house- 
wares departments. The result- 
ing volume has been satisfactory 
where the dealer promoted the 
merchandise aggressively. Stress 
“New Beauty for Your Home” in 
your windows and in your ad- 
vertising copy. Every woman 
appreciates beauty and you can 
sell it to her. 


In order to develop volume on 
these lines, you will have to have 
a well selected and complete 
stock. Display this merchandise 
so that it makes the proper im- 
pression in window displays. In- 
terior displays are important and 
should be developed so that they 
not only show the merchandise 
but also give the prospective cus- 
tomers some new ideas as to how 
they can use the various items 
around their homes. This is sure 
to produce extra sales volume. 
Present dinnerware and glassware 
items in table settings wherever 


HARDWARE AGE Original Window Display IDEAS 
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New Beauty 
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GLASSWARE AND DINNERWARE WINDOW 


MERCHANDISE: Cookie jars, wooden trays, sets of dinnerware, cocktail glasses, 
goblets, tumbler racks, teapots, flower bowls, cut glass fan trays, divided cut glass bowls, 
pottery vases, table mirrors, syrup pitchers, cake plates, glass racks, ice tea glasses, 
tumblers, salad bowls, pictures, luncheon sets. 

BACKGROUND: Panels covered with buff or light ivory corrugated board or painted 
wallboard. Cut out letters on the center panel in bright red. 
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FUEL 12 
WASTED 

PER DAY 75 

(GALLONS) 





1 2 3 a 


“Pedal Patting’ Wastes Gasoline 


iol , P i 














6 7 8 9 10 20 


(Courtesy International Harvester Co., Chicago, Ill.) 


This chart provides a graphic illustration of the excess fuel consumed by 
“pedal patting” drivers. Tests by the International Harvester Co. truck engi- 
neers on a typical 11/2-ton truck of a type commonly employed in city delivery 
and hauling service, were made on the basis of city driving conditions where 
a total of 150 traffic stops are made each day. Fuel consumed with the engine 
idling at 325 r.p.m was only .4675 gallon. With a “foot nervous” driver 
“patting” the accelerator once at each of the 150 stops, an additional 1/2 pint 
of fuel a day was burned, or in a 312-day working year, 19!/, gallons would 


be wasted. 





it is possible to do so to ad- 
vantage. 


Decorative Mirrors 
and Pictures 


Here are new items that few 
hardware dealers have carried in 
the past but which more and more 
are adding. They serve to dress 
up and make any hardware house- 
wares department more interest- 
ing and decorative. 

The display problems are not 
difficult to solve, provided the 
store is not too crowded. Decora- 
tive mirrors can best be displayed 
against a background along the 
sidewall. An 8-ft. space should 
allow the merchant to show a 
satisfactory stock. Table mirrors 
should be used as genter pieces 
on table settings. 

Decorative pictures, in the 
popular priced class, should be 
shown in much the same manner 
as are the mirrors. Here is an 
item that could be featured alone 
in the window. Make a mass 
display of the entire stock of pic- 
tures and see that 
clearly indicated. This mass 
stock showing would certainly im- 
press customers and would serve 
to establish the store in this line. 

This same idea could also be 


prices are 
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applied in connection with the 


line of mirrors with equally satis- 


tory results. 


Gift Goods and Novelties 


Promotion items are very 
necessary if gift goods and novel- 
ties are to be sold satisfactorily in 
the retail hardware store. So 
when these lines are bought cer- 
tain items should be selected with 
this thought in mind. Then the 
promotion plans should be de- 
veloped and the selling campaign 
launched. Window displays are 
important and so are suitable in- 
terior displays. 


Sell Home Insulation 


Any homeowner can _ insulate 
his home himself and he can or 
should be able to secure this ma- 
terial from his local hardware 
dealer. The merchandise is avail- 
able and it is important in ihe 
conservation program sponsored 
by the government. Dealers car- 
rying this product should install 
a selling window featuring it and 
emphasizing the things it can do 
for the average homeowner in 
making his heating dollar go 
farther and making his 
more comfortable during the hot 
weather. 


home 






























PROMPT SHIPMENT 
UNIFORM HIGH QUALITY 
10 LARGE PLANTS 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 
and Heavy Strueturals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 































When Customers 





To Concrete 
and Masonry 
Walls:Floors 
and Ceilings / 


Sell © 


"em! 


PAINE Pull-Out-Proof 
MALLEABLE SHIELDS 


A year ‘round seller 
@ Easily seated without a setting tool 
@ Vibration and jiggle resistant 
Fig. 970—Single Machine Bolt Shield 
Fig. 980—Malleable Lay Screw Shield 
Ask Your Jobber and Write for Catalog 
THE PAINE CO. 


2963 Carroll Ave., Chicago, Iilinois 
Offices in Principal Cities 


‘PAINE - 
and HANGING DEVICES 
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INSULATING MATERIAL WINDOW 


MERCHANDISE: Fluffed type insulating material, granulated type, roll type, and in- 
sulating material in bats. Weather strip, caulking compound, nails, hammers, caulking 
guns, caulking cartridges and hand saws. 

BACKGROUND: All panels covered with buff or light ivory corrugated board or painted 
wallboard. Cut out letters on center panel in bright red. 


Home insulation material can 
be sold by outside salesmen, be- 
cause practically every home is a 
prospect, and a very interesting 
and conclusive sales story ¢an be 
developed on the material that 
will be sure to appeal. 


First, tell your story in the 
windows of your store. Follow 
this up with advertisements show- 
ing prices on the various types 
of material and giving more com- 
plete details on how to use them. 

Displays of insulation material 





Summer's Their Toy Time 
(Continued from page 15) 


is so extensive and varied, mer- 
chandise is shown in rather limited 
quarters. 

Games, a few infant toys, boats, 
small cast iron toys, balls, pails, 
colored baby dolls and juvenile 
musical instruments, are featured 
in the summer months, together 
with some model airplane eqiup- 
ment. As beach items decline in 
volume there is emphasis on model 
planes. 

An employee of the store says, 
“When youngsters see this depart- 
ment they want toys. About half 
of the toy sales are made to chil- 
dren who are with their parents 
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who came to buy other merchan- 
dise.” Some of the smaller and 
lowest priced toys are also bought 


inside the store should be de- 
veloped. Show how each type of 
insulation is used in the home. 
Such a display will go far in con- 
vincing customers that they can 
use this material and install it in 
their own homes. 


by adults for party favors and for 
“booby” or consolation prizes. 
Thus, while the department is a 
means of building traffic—juvenile 
or adult—it also makes many 
profit-making extra sales. 





Separate Room Helps Double Dinnerware Sales 


(Continued from page 24) 


at least once a month for a period 
of about four days. Table set- 
ups are changed about once a 
month. 

From 10 to 12 patterns, in open 
stock numbers, are offered. Sets 
priced from $3.95 to $19.75 are 
shown, the best seller being a 63- 
piece set priced at $12.95. The 
highest grade set handled by the 


store is a 53-piece number priced 
at $49.50. Crystalware is dis- 
played at prices ranging from 19 
cents each to as high as $1.00 and 
three lines are regularly handled. 
Dinnerware is packed in white 
gift boxes bearing the company’s 
label and, at present, there is no 
extra charge for gift wrapping 
this merchandise. 


HARDWARE AGE 








= 


 zwFRalph==- A AT p= oc. fz A 30 


> 


Ns. wh OA 3 


Se = eae = 


Jl 














Texas Wholesalers Hold 47th 


Annual Convention 


(Continued from page 45) 


mittees and the election of officers 
and members of the executive com- 
mittee. 

All officers and members of the 
executive committee of the Texas 
Wholesale Hardware Association 
were re-elected, as follows: Presi- 
dent, N. F. Van Hoogenhuyze, Wil- 
liam Van Hoogenhuyze Hdwe. Co., 
San Antonio; first vice-president, 
Gus C. Dittmar, F. W. Heitmann 
Co., Houston (now in U. S. armed 
forces) ; second vice-president, D. P. 
Seay, Morrow-Thomas Hardware 
Co., Amarillo; secretary-treasurer, 
Nat M. Johnson, Southern Hard- 
ware, Dallas. 

Members of the executive com- 
mittee are Oscar J. Koepke, Corpus 
Christi Hardware Co., Corpus 
Christi, chairman; Raoul Mueller, 
Tyrrell Hardware Co., Beaumont; 
Bates Thatcher, Ed S. Hughes Co., 
Abilene, and J. W. Warren, The 
Schoellkopf Co., Dallas. 

Booster Club officers are as fol- 
lows: President, Harry A. Taylor, 
Plymouth Cordage Co., Houston; 
first vice-president, Frank D. Wins- 
low, Jones & Laughlin Steel Corp., 
Houston; second vice-president, M. 
G. Lipscomb, Cavert & Lipscomb, 
Dallas; and secretary-treasurer, Nat 


M. Johnson, Southern Hardware, 
Dallas (re-elected). 

The Booster Club executive com- 
mittee comprises LeGrande D. 
Kelly, Jr., Longview, chairman; Mal- 
colm E. Reid, Dallas; Dewey God- 
frey, Dallas; C. B. Hasford, Dallas, 
and the four officers. The Advisory 
Board includes the following: The 
retiring president, Fred C. Buck, 
Houston, chairman; Paul H. Bowen, 
Dallas (1943); Fred Q. Knight, 
Warwick Neck, R. I. (1943); Paul 
H. Speaker, Jr., Dallas (1944) ; and 
H. J. Peterson, St. Louis (1944) ; 
and past presidents Dan M. Bell, 
Dallas, and W. E. Love, San 
Antonio. 

Convention entertainment _ fol- 
lowed closely the pattern of previ- 
ous years, with luncheons on Fri- 
day and Saturday for the ladies, 
given by the association; the annual 
dinner and dance at the Buccaneer 
Hotel Friday evening, and a cock- 
tail party and buffet supper Satur- 
day evening, at both of which the 
Boosters were hosts to the whole- 
salers and ladjes. There was no golf 
tournament this year, though quite 
a number entered an informal golf 
“sweepstakes” Saturday afternoon at 
the Galveston Country Club. 
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Housewives Buy 
Door Chimes 


This interesting panel of 
door chimes displayed up- 
on a post in the Horace W. 
Green & Sons store, Hunt- 
ington Park, Calif., attracts 
local housewives and pro- 
duces many extra sales. 
The customers sell them- 
selves on these door alarms 
by simply pressing various 
buttons, thus demonstrating 
tones of different chimes. 
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8% 


MORE PROFIT 


NEW, hard-to-cut steels 
require High Speed hack 
saw blades. Capewell has 
developed the molybden- 
um blade Oe meee 
are paying real money to 
own. It's called TECH. 
NITE. It cuts faster, lasts 
longer. For you, it brings 
98% more profit. It sells 
fast from Capewell’s FREE 
4-color display . Carry ex- 
tra stock to fill the demand. 
Order from your jobber. 
The Capewell Mfg. Co. ~ 
Hartford, Conn., U.S.A. 











A WORLD-FAMOUS 


Chicag ot tld 


Distinguished visitors have 
made The Blackstone one of 
the World's most famous ho- 
tels. Beautiful appointments, 
quiet luxury, perfect service, 
excellent cuisine, sparkling 
entertainment. 


A. S. KIRKEBY, Managing Director 


The Blackstone 


South Michigan Ave. 
CHICAGG 






























LAWN MOWER 
yn 


WRITE TO 


A.M.Collot Supplies 


222 N.W.8 “Ave Miami Fla 








TATE 


PICTURE 
HANGERS 
and 
PICTURE CORD 
E. H. TATE CO., Boston, Mass. 


Sales Offices also in: 
Chicago New York Los Angeles 











Gripper Clips 


Registered U. S. Pat. Office 
Patented Gripper 
Clips, flexible steel, 
nickel plated. Small 
size holds kitchen 
utensils, tools, golf 
clubs, canes, ete. 
Large size for 
brooms, mops, gar- 
den tools, etc. Ke- 
tall 10¢ ea. Also 
Robertson original 
“‘Horseshoe Mag- 
net’’ Hammers. 


e GIBSON GOOD TOOLS, INC. . 
Box 268 Orange, Mass., U.S.A. 




















PRIEST'S CLIPPERS 
A Complete 
Line— 


Ask 
Your Jobber 
75 Years’ Reputation in the Trade 
AMERICAN SHEARER MFG. CO. 


NASHUA, N. H. 














There’s a Mine 
of Information 


vitally-important 
facts, live merchan- 
dising ideas and 
sales - producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 
regularly and thor- 
oughly. 
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By L. W. MOFFETT 


Washington Representative 
of Hardware Age 


AFTER-THE-WAR-PLANNERS 
who have blue printed what to bureau- 
crats is an utopia of economic regimen- 
tation and an orgy of lim‘tle.s spending 
with soft government jobs for them- 
selves must be shocked at Leon Hender- 
son. The Price Administrator, who has 
really done an outstanding job for which 
he gets the opposite of thanks, isn’t 
traveling along with his planning col- 
leagues if what he said at the Town 
Meeting of the Air on June 8 i 
accepted as his philosophy. His _re- 
marks were of the sort that really jolts 
planners who want to fasten themselves 
permanently to the Federal Treasury 
and dictate a dull goosestepping pat- 
tern for industry to follow. 


se 
HERE ARE THE WORDS of Mr. 


Henderson that to the planners, must 
resemble a tory-like ho-hum yawn in its 
driest laissez faire tone: 

“IT think that one of the things we 
are fighting for is the maintenance of 
a free American system; and if all we 
are going to get into after the war is 
control over the individual and_busi- 
nesses then maybe we ought to make 
the best deal we can with Hitler now.” 

The applause Mr. Henderson received 
from Wheeling, W. Va., workers must 
mean that the planners do not have the 
nation’s solid vote. 


x * * 


TOTAL UNITED STATES 
STOCKS of adults’ new bicycles, soon 
to be’ rationed, was 150,668 as of May 
5, according to inventory reports filed 
with OPA. 

This figure, while not final, is sub- 
stantially larger than preliminary re- 
ports had indicated. It includes 122,243 


to be 


in dealers’ and distributors’ stocks and 
28,425 held by manufacturers. Of the 
150,668 total, 114,008 were men’s bi- 
cycles and 36,660 women’s. Dealers 
and distributors held 92,580 of the 
men’s style and 29,663 of the women’s, 
while the breakdown of manufacturers’ 
inventories showed 21,428 and 6997, re- 
spectively. 

Over 1000 bicycles have been released 
to war production plants since the last 
report more than a week ago. This 
brings to 11,118 the total number re- 
leased under a section of Ration Order 
No. 7 which permits production estab- 
lishments that can show their April 
orders or deliveries bore a priority rat- 
ing of A-10 or better to get bicycles 
for transportation of their workers. 


x *&* & 
MARKUPS which sellers, other 


than manufacturers, of new bags made 
from cotton and burlap fabrics may 
charge were adjusted by OPA June 24 
through an amendment to Maximum 
Price Regulation No. 151, New Bags. 
At the same time the definition of “new 
bags” was clarified. 

Amendment No. 1 to the regulation 
takes into consideration the variation 
in markups customarily charged by re- 
sellers according to the type of bag and 
the section of the country where sold. 
Persons purchasing bags for resale are 
permitted by the amendment to add to 
the “delivered cost” a margin which is, 
generally, equivalent to the highest 
markup, in cents per bag, charged dur- 
ing March. 

x* 


PLANS ARE BEING STUDIED 
in Washington for building up after- 
the-war markets for civilian products 
that have been put out of production for 
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the duration. One proposes the creation 
of a pool of purchasing power to be 
available for post war purchases of con- 
sumers’ durable such as home 
appliances, stove ranges, automobiles, 
etc. Under the proposal manufacturing 
companies would issue purchase certifi- 
cates bearing an interest rate of 5 to 6 
per cent to be bought by the general 
public. Denominations would be modest 
in order to make the certificates avail- 
able to low-income groups. Funds from 


goods, 


the sale of the certificates would be 
immediately invested in U. S. Govern- 
ment certificates. 
xk 
THE PURCHASE CERTIFI- 


CATES would be used by the buyer as 
cash when he made his purchase after 
the war and the dealers would turn 
them in to the seller for cash upon 
certifying that they were used for the 
purpose for which they were purchased. 

It was pointed out that in no case is 
the purchaser at a disadvantage as he 
can select one or more of several com- 
petitive products and may buy from any 


retailer he chooses. Or, he can redeem 
his certificates for cash at a reduced 
interest rate. 
xk kk 

WHOLESALERS AND RE- 
TAILERS may be indirectly affected 
by WPB’s Production Requirements 
Plan. To that extent it is of interest to 


them that Priorities Regulation No. 11 
which makes PRP mandatory for a 
large segment of American industry has 
been amended in two respects: To clari- 
fy the interim procedure to be followed 
by companies which have not yet re- 
ceived a PRP certificate; and also to 
redefine the possible use of ratings by 
companies already operating under 
PRE. 
x * 


THE REGULATION as originally 
issued permitted companie: who had 
filed their PRP applications before July 
1, but had not yet received the PRP 
certificates, to receive deliveries and 
apply preference ratings within certain 
limitations. The amendment omits the 
specific date, and makes this procedure 
available to any company which is not 
in default in filing its application, so 
as to permit the placing of purchase 
orders at any time before the deadline 
for filing the PRP applications, which 
may in certain cases be extended be- 
yond June 30. 

Another section of the 
allows companies which have been 
operating under the PRP during the 
second quarter of 1942 to accept deliv- 
ery of materials rated on their second 
quarter PRP certificate during the third 
quarter, if such delivery has been de- 
layed, in addition to the materials which 
they are authorized to receive by their 
third quarter certificate. 


amendment 


Table Lamps. Attract New Customers 


Kreiger’s, Shelton, Conn., de- 
e votes one table to the display 
of decorated table lamps, a line 
which has increased traffic of women 
Sales 
ume of the store has also been in- 
creased because the line of lamps 
has been a popular item with women 
and they have purchased other 
houseware and gift goods while 
shopping in the department. 


customers in the store. vol- 


The display is located at the front 
of the store and the table faces 
one of the main aisles. 
display fixture is used to raise the 


lamps at the rear so «hey can be | 


seen. 
crinkled crepe paper. 
the lamps are lighted to attract 
shoppers to the display. Mrs. B. 


Kreiger, wife of the owner, is in 


charge of the department. 





A wide variety of decorated table lamps is shown upon 
this table which is equipped with a step-up fixture. 
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A step-up | 


This fixture is covered with | 
Several of | 


National 
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HE line of builders’ hard- 
ware built to one high 
uniform standard of quality. 
The assortment of products 
is so extensive that all of the 
requirements of the trade are 
adequately met. 


The finest materials used in 
construction are fashioned 
into hardware which is both 
modern in design and effi- 
cient in working simplicity. 
Send for the new National 
catalog; yours for the asking. 


The following are big sellers: 
Sliding Door 
Hangers 


Garage Door 
Hardware 


Door Latches 
Strap and Tee 


Hinges 





. 
Screen Hardware 





























STERLING - eo, + ILLINOIS 









Stewart Chain 
Link Wire Fences 
are built to meet all 
requirements trom 
low lawn types to 
high _ industrial 
fence with barbed 
wire overhang ar- 
rangement. 





CHAINLINK 
FACTORY FENCE 











Other Stewart ¢ 

Products, Wire %} Wrevwwe 
Window Guards. SAA WA Wy YOXXY 
Wire Mesh Par- a ek 
titions. Steel Fold- KAY 


ing Gates. Machin- 
erv Guards. Chairs 
Settees, etc. 


Send Stewart your inquires for fence, 
gates, and all types of metal specialties. 
Literature is available on all Stewart 
products. When writing please mention 
literature in which you are interested. 


THE STEWART IRON WORKS CO., INC. 
937 Stewart Block. Cincinnati, Ohio 
Fence Builders to America Since 1886 


National Manufacturing Co. 

























American Hardware Manufactur- 


ers’ Association, meeting jointly with 
the National Wholesale Hardware As- 
sociation, Oct. 19-21, 1942, at the Pal- 


mer House, Chicago, Ill. Charles E. 
Rockwell, 342 Madison Ave., New York 
City, is secretary-treasurer of the manu- 
facturers’ group, and George A. Fern- 

















Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 





Positions Wanted 
(Special Rate) set solid, maximum 
50 words ......... desedasees «see $2.00 
Each additional word............... d 
Allow Seven Words for Keyed Address or Your Addr 











\; Cluacness Gpgoorlusiliba— + 





Set solid, maximum, 50 words....... $4.06 BOXED DISPLAY RATES 
All capitals, maximum, 50 words.... 5.00 | One inch ...... Raaciciedibesneuns $6.00 
Each additional word......... 08 Each additional inch.......... 4.00 
> 
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FOR RETAIL STORES 
FEDERAL REGULATION "WwW" 


Governing Extension of Credit 


NOTICES — NOTES 
CEILING PRICE STICKERS 


Federal Regulation “‘W"' 
statements and packages; size, 3 x 6 in.; colored 
paper; 1,000 for $2.00, 2,000 for $3.50, 5,000 
for $7.50 Federal Regulation “‘W’’ Settlement 
of Customers Defaulted Account Notes to be used 
in collecting; size 3% x 8% in.; white paper; 
509 for $3.00, 1,000 for $5.00. Ceiling Price 
Stickers; size % x 1% in.; white, gum back; 
1,000 for $1.00, 5,000 for $3.50. Send check with 
order or write for free samples on your letterhead. | 


RETAILERS SALES SERVICE 


147 Washington PI. Pittsburgh, Pa. 


Notices to be used with | 











MODERN HARDWARE STORE FOR SALE. 
Ideal location in center of southeastern Mass. 
town. Winter population 6000—Summer about 
20,000. Well selected stock, including sporting 
and electrical goods. Inventory about $12,000. 
Wholesale connections with best houses. Estab- 
lished by present owners about 25 years ago. 
Reasons for selling—age and ill health. Address 
Box H-79, care of Harpware Ace, 100 E. 42nd 
St.. New York City 





FOR SALE—OLD AND WELL ESTAB- 
LISHED retail hardware business located in 
southern city of 20,000 population. Average an- 
nual sales 25,000; inventory approximately 
10,500. Amount to be involved in transaction 
$7,500. Write, stating financial ability, for fur- 
ther information to Box H-96, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City. Sale to be | 
made immediately. 











FOR SALE—EXCELLENT OPPORTUNITY 
hardware and paint supply store. Established 
1896, retiring from business. Located on im- 
portant business street of Brooklyn, N. Y. En 
joys an excellent credit and trade reputation. 
Reputable purchaser can arrange for reasonable 
terms to buy business with or without property. 
Address Box H-95, care of Harpware AGe, 100 
E. 42nd St.. N. Y. City 





OLD ESTABLISHED SUBURBAN HARD. 


WARE STORE, Denver. Colorado: stock inven- | 
tories $4,000, fixtures $1,000; shelf hardware, | 
paints, glass, plumbing and electrical supplies, | 
kitchenwares, fishing tackle, ammunition, etc. | 
key duplicating. Owner wishes to retire. Address | 
Box H-94, care of Harpware Ace, 100 E. 42nd | 


S.. H. W. Coe. 





FOR SALE—A FOUR YEAR OLD stock of 
general hardware including Sherwin-Williams 
paints in a central New York town, will inven- 
tory about $2,000. Stock will be priced from 
current jobbers prices and sold to the highest 
bidder. Address Box H-92, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City. 
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MANUFACTURERS 


Additional HARDWARE, HOUSEWARES ard 
ALLIED LINES wanted by members of the New 
York Hardware Boosters Membership consists of 
alert salesmen with profitable contacts among 
wholesalers, retailers, and mill supply distributors 
throughout the eastern and middle Atlantic States. 
Address Box H-76, care of HARDWARE AGE, 
100 E. 42nd St., New York City 














MAN WANTED FOR WINDOW DISPLAY 
and store arrangement for hardware, houseware 
sporting goods. One who is_ thoroughly 
familiar with the line. Steady employment; lo- 
cated in New London, Connecticut. Write full 
details. References required. Address Box H-90, 
care of Harpware Ace, 100 E. 42nd St., 
N. Y. City. 


ASSISTANT 








CLERK — EX 
PERIENCED — hardware and_ mill supplies, 
Newark, N. J.. concern. Permanent position. 
Long established houge. Salary $30.00 per week. 
Address Box H-99, care of Harpware AGE, 100 
E. 42nd St., N. Y. City. 


= Sales 


WANTED — EXPERIENCED SALESMAN 
ACQUAINTED WITH and having a_ following 
in the shipyard and industrial trade, New York 
City and vicinity, by long established mznufac- 
turer’s representative; bolt and nut business. 
Apply by letter, stating qualifications and salary 
required, also giving references. Prefer Christian 
35 to 40 years old. Address Box H-98, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 


SHIPPING 

















ESTABLISHED PAINT MANUFAC- 
HAS opening for paint salesman in 
adjoining state. Applications from 
hardware company representatives with both in- 
dustrial and dealer contacts welcomed. Salary 
and drawing account. Address Box H-97, care 
of Harpware Ace, 100 E. 42nd St., N. Y. City. 


OLD 
TURER 
Ohio and 





SALESMAN FOR BALTIMORE TO VISIT 
the regular retail trade selling hardware, sport- 
ing goods, automobile accessories, tools for job 
ber. State age. full details in first letter which 
will be treated confidentially. Address Box H-93, 
care of Harpware Ace, 100 E. 42nd St., N. Y. 
City. 


CALLING ON MILL SUPPLY, wholesale 
hardware companies, and automotive jobbers to 
take on a complete line of sanitary wiping and 
polishing cloths. Full commissions on repeat 
business. State territory now covering as well as 
present lines you are now handling. Address 
Box H-91, care of Harpware Ace, 100 E. 42nd 
.. %. VF. Gay. 











Coming Conventions and Events « + 


Corrected Each Issue According to Latest Data 


ley, 505 Arch St., Philadelphia, Pa., is 
secretary-treasurer of the wholesalers’ 
group. 


American Hardware Supply Co., 
semi-annual dealers’ convention, July 20 
and 21, 1942, at company headquarters, 
41-43 Terminal Way, S.S., Pittsburgh, 
Pa. 


Central States Hardware Club, 
banquet and floor show, Sunday eve- 
ning, Oct. 18, previous to the hardware 
jobbers’ and manufacturers’ joint con- 
vention, in the Century Hall of the 
LaSalle Hotel, Chicago, Ill. Committee 
in charge: chairman, Walter M. Floto, 
American Steel & Wire Co.; A. J. 
Eggleston, Richards-Wilcox Mfg. Co.; 
W. M. Olsen, Lamson & Sessions Co.; 
C. Neal Turner, Atlas Tack Co., and 
Ben Leve, The Carborundum Co. 

Fifth annual Open House and get- 
together, Wednesday, Sept. 16, 1942, 
in the club’s own rooms in the LaSalle 
Hotel. Committee in charge: chairman, 
J. D. McCue, Russell & Erwin Mfg. 
Co.; F. J. Koch, McKinney Mfg. Co.; 
G. H. Beaudin, J. Wiss & Sons Co.; E. 
R. Swift, The Stanley Works, and Ben 
Leve, The Carborundum Co. 


Hardware Golf Association, 17th 
annual tournament, Sept. 17-19, 1942, 
at The Elms Hotel, Excelsior Springs, 
Mo. Hotel reservations should be made 
through Dietz Lusk, 621 E. 70th Ter- 
race, Kansas City, Mo., who will make 
all room assignments. 


National Retail Hardware Con- 
gress, scheduled for July 13-16, 1942, 
at the Hotel Sherman, Chicago, IIl., has 
been cancelled. Rivers Peterson is man- 
aging director with headquarters at 333 
N. Pennsylvania St., Indianapolis, Ind. 


National Wholesale Hardware 
Association, meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, Oct. 19-22, 1942, at the 
Palmer House, Chicago, Ill. George A. 
Fernley, 505 Arch St., Philadelphia, 
Pa., is secretary of the wholesalers’ as- 
sociation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 


retary of the manufacturers’ group. 


Potato and Apple Show 


No matter what the principal 
crop of a community may be, it 
can be used successfully as the 
basis for a cooperative promotion. 
At Traverse City, Mich., the mer- 
chants cooperdtéd With the grow- 
ers in that section of the state to 
put on a Potato and Apple Show. 
This was a rip-roaring success, 
with 31 counties represented. 
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Louisiana Convention 


Left to right: D. O. Mansfield, Alexandria, secretary: W. D. McCormick, 
Oak Grove, vice-president, and J. S. Jackson, Denham Springs, president. 


NAME & PLACE: Louisiana 
Retail Hardware Association, July 
17 and 18, at the Evangeline Hotel, 
Lafayette, La. 

NEW OFFICERS: J. S. Jack- 
son, Denham Springs, La., president 
to succeed C. E. Vetter, New Or- 
leans; W. D. McCormick, Oak 
Grove, vice-president. D. O. Mans- 
field, Alexandria, is secretary. 

ADDRESSES: Clifton Rodes, 
district sales manager and director 
of the Belknap Hdwe. & Mfg. Co., 
Louisville, Ky., outlined ways and 
means of combatting the increased 
competition and the reduced rev- 
enues due to priorities and rationing. 
He suggested that merchants add 
lines such as glassware, crockery, 
odd furniture pieces, sporting depart- 
ments, school supplies, chinaware, 
paint, farm implements, poultry, and 
livestock supplies, floral equipment 
and toys. Mr. Rodes declared that 
hardware dealers are facing a crisis 
and that unless some thought is 
given immediately to keeping up the 
volume of business, hard times are 
in store for many. 

Lloyd B. Raisty, manager, con- 
sumer credit department, Federal 


Reserve Bank of Atlanta, Ga., dis- 
cussed the revised Regulation “W,” 
explaining what is required of re- 
tailers and how it affects credit and 
time-payment purchases. 

J. N. Beckwith, WPB field offices, 
declared that the country today faces 
a crisis and that all out production 
for war necessitates cutting down 
many consumer articles. He ex- 
plained that war activities have cut 
off from some sources of raw mate- 
rial supply and consequently we 
have had to draw on materials in 
stock or those intended for consumer 
goods. Mr. Beckwith stated that 
though many will be greatly incon- 
venienced in these times, it is better 
that way than the loss of the Ameri- 
can way of life. 

A. C. Kammeier, National Retail 
Hardware Association representative, 
spoke on how to use and comply with 
priority and _ preference rating 
orders. Other speakers on the pro- 
gram included W. J. Phillips, assis- 
tant professor of economics, South- 
western Louisiana Institute, Lafay- 
ette, La., who discussed inflation and 
its evils; Charles P. Seiss, OPA, 
who explained price control and its 
operations. 


Take Time 
AKE time to live. That is what time is for. Killing time 


is suicide. 


Take time to work. It is the price of success. 
* Take time to think. It is the source of power. * 
Take time to play. It is the fountain of wisdom. 
Take time to be friendly. It is the road to happiness. 
Take time to dream. It is hitching your wagon to a star. 


Take time to look around. It is too short a day to be 


as selfish. 


Take time to laugh. It is the music of the soul. 
Take time to play with children. It is the joy of joys. 
Take time to be courteous. It is the mark of a gentleman. 


JULY 9, 1942 


—Santa Fe Magazine. 


| For Immediate Delivery 








| No.101 


| STARRETT Transits 
| and Leveling Instruments 
Priced.As Low As $20.00 


Contractors, carpenters, builders, ma- 

sons, etc., are using these practical, 

inexpensive instruments as a substi- 

tute for high-priced, hard-to-get en- 

gineer’s equipment. They can be 
used without special training or 
knowledge of higher mathematics 
and are sufficiently accurate for most 
needs. No. 101 Leveling Instrument 
and No. 99 Transit are furnished 
with adjustable tripod legs, plain or 
ground level vial and with plain or 
telescope sight tube. Write for de- 
scriptive folder 26 “A”. 


THE L. S. STARRETT CO. 
W orld’s Greatest Toolmakers 


Athol) @ Massachusetts "e U. S. A. 











Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
| find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 
100 E. 42nd St, New York City 
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STAMPS for 
Hard Surfaces 


Now ready for use on tough 
marking jobs everywhere 
in busy American industry, 
these new hand-made Mil- 
lers Falls tool-steel stamps 
have special tempered faces 
to stand up where ordinary | 
stamps would fail, and 
tempered heads to prevent 
mushrooming or fracturing. Character sizes from 1/20” 
to 1%”, letters and figures. Sharp, clear, legible impres- 
sions. Packed in well-made wooden box. Write for details. 


Uatep MILLERS FALLS COMPANY 
GREENFIELD . . MASSACHUSETTS 














WET DRY 


Pre-Waterproofed and Pre-Lubricated 
by Exclusive Methods 


Makes Columbian Rope 
more flexible 






Look for the 
RED, WHITE 
AND BLUE 
MARKER 
when you buy 
rope — your 
customers do 


COLUMBIAN ics ROPE 


bian Rope C Auburn, N.Y 














Get a fresh slant on Hoppe's No. 9 
If war and priorities are causing you to re- 
place old salesmen with new and find new mer- 
chandise for these new men to sell—read 
Hoppe's Guide to Gun Cleaning 
It’s timely-—the products described are in de- 
mand—the ideas suggested are 
practical and profitable. Get 
your copy free—today—write. 


FRANK A. HOPPE, INC. 
2314A North 8th St., Philadelphia, Pa. 


























Genui"® DOMES 2 SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 


4c SET-10c SET-10c SET SAVE FURNITURE 
& FLOORS - CREATE QUIET 


Name “Domes of Silence” 
on each genuine Glide. 












Domes of Silence — Rubber Cushion Glides 


For Tile, Marble, Cement and Bathroom Floors 
Noiseless. Sizes for metal beds, wood beds, larze 
chairs and all furniture. 





Ask. your Jobber. If he is not supplied write to 


DOMES o 


f SILENCE, Inc., 35 Pearl St. N.Y. C 
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A P 
Acme Steel Company 33, Paine Co. 49 
American Chain & Cable Co., Puritan Cordage Mills 47 
Inc. 44 
| American Chain Div. 44 
American Shearer Mfg. Co. 52 | 
R 
8 | Ray-O-Vac Co. 1 
| Remington Arms Co., Inc..... 21 
Blackstone Hotel, The 51) 
Russell, Burdsall & Ward Bolt & 
Boston Woven Hose & Rubber Co. 6 Nut Co. 27 
Briggs & Stratton Corp. 9) Ryerson & Son, Inc, Jos. T. 49 
Ss 
Capewell Mfg. Co. 5! 
Clemson Bros., Inc. 43 | Shapleigh Hardware Co. 60 
Collot Supplies, A. M. 52| Sheffield Bronze Powder & Sten- 
cil Co. 47 
| Columbian Rope Co. 55 | 
| | Silex Co. 25 
Stanley Works 46 
Starrett Co., L. S. 55 
c Stewart Iron Wks. Co., Inc., The 53 
Comes o° S:l.nsza, Inc. 56 
E T 
Empire Level Mfg. Co. 29 | Tate Co., E. H. 52 
Teuscher Pulley & Belting Co. 46 
Treasury Dept. 58 
‘< | 
} 
Faultless Caster Corp. 56 | 
Florence Stove Co. 45 | u 
| Union Hardware Co. 39 
| 
6 
Gibson Good Tools, Inc. 52 | 
v 
H | Vichek Tool Co. 31 
Hoppe, Inc., Frank A. 56 
Ww 
M 
| Whitrey Carriage Co., F. A. 77 
Miller, Inc., Robert E. 56 | Wood Shevel & Tool Co. 4 
Millers Falls Co. 56 | Woostor Bruch Co. 2 
Myers & Bros. Co., The F. E. 4i 
N Y 
National M‘g. Co. 53| Yale & Towne Mfg. Co., The 3 
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Was $399-NOW $299 


Save $1.00 by ordering your copy today 


“Taking the Mystery Out of Builders’ Hardware” 
is your only source of complete, authentic easy- 
to-read information on all phases of Builders’ 
Hardware. 

It's a handy book you will constantly refer to, 
especially the comparative charts which will save 
you many times the cost of the book, in time and 
trouble. | 

You will get a better understanding of Builders’ 
Hardware from reading this book and help in sell- 
ing this line. It will also help you train your clerks 
to become better salesmen, more alert to the profit 
possibilities this line carries. 

You will find use for this book now and during 
the years to come. 


Order your copy today — use the coupon below. 


Pee 6 AT UT HIS) 6COUPON TODAY . 


4 
| HARDWARE AGE : 
§ 100 East 42nd St., New York, N. Y. : 
. Please send me............copies of "TAKING THE MYSTERY OUT OF : 
8 BUILDERS’ HARDWARE" by Adon H. Brownell. | will pay the Postman : 
a $2 each, plus a few cents postage. (Canada and Foreign Countries $3.50). - 
J 
eee AIRE Beso. ' 
+ ADDRESS et eee ey 
a 
sO Check here if you enclose payment, in which case we pay postage 5 
-A7TTTTTiIrrrerreererleierfitttrttertstitistitsttistseee ood 


JULY 9, 1942 








Check This 
PARTIAL LIST OF CONTENTS 


60 Chapters 
220 Pages—size 8!/, x | 1!/2—cloth bound to 
withstand hard use 
Working Blue Print—size 25 x 11'/2 inches 
Glossary of more than 300 Technical Builders 
Hardware terms—Cross Reference Index 
38 inch pull-out chart comparing 61 Builders’ 
Hardware Manufacturers’ finishes with 
U. S. Standard Symbols 
Comparative Charts which show you how 
to match other manufacturers’ products 
which may be specified, with the items of 
the line you handle, such as: 
Butts 
Jamb-Floor and Checking Floor Hinges 
Mortise Bit Key Locks and Latches 
Mortise Cylinder Locks and Latches 
Trim for Mortise Locks 
Double Hung Window Hardware 
Liquid Door Closers 
Floor Hinges—concealed and semi-concealed 
door closers 
Lavatory Hardware 


Suggested Lists of Locks for Use in: 

Office and Apartment Buildings 

School Buildings 

Hotels 

Hospital and Asylum Buildings 

More than 600 illustrations, Charts ond 
tables 

27 Illustrations of Different Builders’ Hard- 
ware Display Rooms 
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/= TO WIN THIS WAR, more 
and more billions are needed 
and needed fast—AT LEAST 
A BILLION DOLLARS A 

MONTH IN WAR BOND SALES 
ALONE! 

This means a minimum of 10 percent 
of the gross pay roll invested in War 
Bonds in every plant, office, firm, and 
factory in the land. 

Best and quickest way to raise this 
money—and at the same time to “brake” 
inflation—is by stepping up the Pay- 
Roll War Savings Plan, having every 
company offer every worker the chance 
to buy MORE BONDS. 

Truly, in this War of Survival, 
VICTORY BEGINS AT THE PAY 
WINDOW. 

If your firm has already installed the 


More Dollars Per Man Per Month in the 
PAY-ROLL WAR SAVINGS PLAN 


Pay-Roll War Savings Plan, now is the 
time— 


1. To secure wider employee par- 
ticipation. 

2. To encourage employees to increase 
the amount of their allotments for 
Bonds, to an average of at least 10 
percent of earnings—because 
“token” payments will not win this 
war any more than “token” resis- 
tance will keep the enemy from 
our shores, our homes. 


If your firm has not already installed 
the Pay-Roll War Savings Plan, now is 
the time to do so. For full details, plus 
samples of result-getting literature and 
promotional helps, write, wire, or 

hone: War Savings Staff, Section E, 

reasury Department, 709 Twelfth 
Street NW., Washington, D. C. 





U. S. War Savings Bonds 
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NOW when many manufacturers of hard- 
ware products are devoting part or all of 
their output to National Defense, hardware 
buyers are finding more use. than ever 
for this Merchandise Directory Number of 
Hardware Age. It is a big help in locating 
acceptable alternate items if your pre- 
ferred items are temporarily out of stock. 


W HEN you are looking for a particular 
product, or some much wanted line of mer- 
chandise, or important catalog data about 
certain products—refer to the Green Index 
in the front of the book first. It will prob- 
ably lead you to the very data you want. 





Watch for the Next Edition 


The 


Merchandise Directory 
Number 
the “Who Makes It?” issue 


of Hardware Age— 


Revised and Geared 
to the Needs of 


Buyers Vow. 


‘| HE “Who Makes It” issue gives you the 
product information of over five hundred 
manufacturers, so presented that you can 
see at a glance what company or companies 
make it and on what pages their products 
are illustrated and described. 


‘| HIS handy, informative buyers’ guide 
supplies you with the names of manufactur- 
ers, their products, trade-names, etc. In 
many cases it gives the actual catalog data 
of the product or products as presented by 
one or more manufacturers in their con- 
densed “Ad-Catalog”. Make this directory 
serve your wants. 
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/. oe OF HARDWARE RETAILERS 


have simplified their jobs of buying, adver- 
tising and selling by establishing themselves 
as DiAMovD EDGE or KEEN RUTTER dealers. It makes 


sense, too! 


Just stop te consider the time they save in 
buying. And remember that every advertise- 
ment which features a DiamMovD EDGE item is, 
in a sense, an advertisement for every other 
DiamMavD EpGE product. The same is true in 
selling A > SEEN ADTTER dealer finds that his 
KEEN RUTTER customers are loyal purchasers of 


the entire line. 


Perhaps such a simplification of your, job 
would prove profitable. Talk it over with oyr 


salesman, won’t you? ya 
-f 


* 
4 
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SHAPLEIGH HARDWARE CoMPANY~ 


ST. LOUIS 















































